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TIGHT-WRAPPED PACKAGES 


Stokes & Smith equipment in “Greater Profit,” is the basis on which many 


use and attested to by such companies have installed the Stokes & Smith 
companies as: system of tight-wrapped packages. 

Quaker Oats Co. Some of the companies started with one S & S 

Hecker-H-O Co. Package Wrapping Machine and now have ten 

Aunt Jemima Mills Co. and more machines — many have reported 


Berdan Coffee Co. profits to pay for the S & S installation many 
A. C. Krumm Co. (Macaroni) times over — many have obtained better 
National Biscuit Co. quality of product and subsequently larger 
American Maize Products Co. distribution. 

Liggett & Myers Tobacco Co. The plain facts are that the tight-wrapped 
oe package combined with S & S automatic ma- 
Pack It Right— ~ chinery for its production permits the manu- 
Wrap It Tight” facturer to produce his packages at a lower 
cost, sell lower and yet maintain a greater mar- 
gin of profit. From feeding of carton 
to final wrapping, S & S automatic 
machinery will handle the packages 
at a speed of 60 per minute, and for 
small production, there is a complete 
line of semi-automatic and hand 

machines. 


You also can profit by using the S & S 
system of packaging — let us show 


The Stokes & Smith Automatic Package Wrapping Machine you how. 


STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANK FORD, PHILADELPHIA, U.S. A. 
LONDON OFFICE — 23 GOSWELL RD. 
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What Kind of Glue is Best? 


You don’t have to accept our claims or the claims of any 
other adhesive manufacturer. Here is an easy way to get 
expert opinion: 











Ask almost any manufacturer of machines for labeling, 
wrapping or sealing packages. 










Practically any of them will tell you that ARABOL 
adhesives will produce best results with their equipment. 
- They have all made exhaustive tests with various glues 

and gums. When they recommend ARABOL products 
—=4 you can rest assured they know what they’re talking 
about. 







Whether your packaging is done by hand or machine, in 
cartons or bags, tin or glass, barrels or shipping cases, this 
organization can supply you with the RIGHT KIND of 


glue for your work, and save you money. 











Arabol adhesives are recommended by 
machine manufacturers such as_ the 
PNEUMATIC SCALE CORP., the 
ECONOMIC MACHINERY CO., the 
HOEPNER AUTOMATIC SCALE CO,, 
the O. & J. MACHINE CO., and most 
other makers of labeling, wrapping and 
sealing equipment. 

















The Arabol Mfg. Co. 


Largest Manufacturers in the World 
of Adhesives for All Purposes os 


NEW YORK: 110 E. 42d St. CHICAGO: (Cicero) ILL. 
2, 
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Redington Packaging Machines produce 
completely every package of Feen- 
a-mint that is sold 


Your packaging problem may be car- 
toning a tube of tooth paste, a bottle, a jar, 
or any other solid object, or it may be the 


preparation of an unusual package, valu- 
able because of its distinction. It may be 
a roll of toilet paper that is wrapped and 


banded, or a bottle wrapped and protected 
in-a particular way. 


Whatever it is, it is likely that Reding- 
ton experience has already encountered 
and solved a similar problem. 


Just send us a sample. 


F. B. Redington Co. 


[ESTABLISHED 1897] 
Cartoning—W rap ping—Packaging—Labeling Machines 


























102-104 South Sangamon Street 
Chicago, U. S. A. 
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Have You a “Toll Gate” in Your Shipping Room? 


ANY plants have “Toll gates” 
M in their shipping departments 
in the shape of costly or in- 
ferior shipping containers. Just as the 
“toll gates” of by-gone days held 
back and hampered transportation, 
so poor containers tax your shipping 
department. Toll is exacted by the 
destructive elements which prey 
upon your merchandise while in 
transit or storage. 


The destructive elements are dust, 
dirt, dampness, scuffing, 
tearing, etc. They are al- 
ways in evidence in one 
form or another. It is of 
utmost importance that 
your merchandise be se- 
curely packed and pro- 
tected from these ele- 
ments. 


Interstate Corrugated 
Containers have solved the 


he? 
(NTERST AT E 


problem for thousands of manufac- 
turers in many different lines of 
industry. Each type has been de- 
veloped to fit individual require- 
ments — whether it be low cost, 
speed in handling, better results, 
fewer breakage claims, easier 
packing or some other advan- 
tage. 


Let us show you how much “toll” 
you can save and how much profit 
you can reap by taking ad- 
vantage of Interstate Cor- 
rugated Box Company’s 
valuable experience. 


Send us a typical shipment 
of your merchandise and 
we will have our experts 
design a container espe- 
cially for you. This ser- 
vice places you under no 
obligation. 


INTERSTATE 
CORRUGATED BOX COMPANY. Inc. 


FACTORY AND GENERAL OFFICES 
Branch FRONT AND MAIN STREETS Branch 
BALTIMORE, MD. BROOKLYN, NEW YORK PHILADELPHIA, PA. 


(NTERSTATE CORRUGATED ~A BUY-WORD FOR SAFETY IN SHIPPING 
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Something New / 


This demand of every buyer 
of boxes is easily met with 


KELLER- DoriAN Cover P apers 


Large New York stocks assure prompt service 


eB Ne+ 
OUR 1928 SAMPLE BOOKS WILL BE SENT ON REQUEST. 


ue 


“For the Package that Sells” 
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KELLER-DORIAN PAPER CO.,, Inc. 


110 FIFTH AVENUE . NEW YORK, N. Y. 
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OU cannot trade mark a corn flake or a grain 

of sugar. The package alone identifies such 

products. It must serve a double purpose: to 
protect the food from dirt, dampness, and vermin, 
and to proclaim its brand name to all the world. 


If the Package is important, so, too, is the 
Packaging Department. For here we have the 
last link in the chain of manu- 


P lanning “, always the first step in the 


Pneumatic Four-Fold Packaging System 


automatic packaging for any dry, free-flowing 
material, liquid, or semi-liquid. 

It draws upon: (1) forty years experience in 
designing packaging systems for thousands of 
products, and (2) active contact with packaging 
trends and tendencies throughout the world. It 
is prepared to advise upon the type of package 
to be used; its design, shape, 





and capacity with relation to 





facture—as much a process as 





the work of any other depart- 
ment in the mill. Quantity 
production and profits depend 
upon its perfect co-ordination 
with other departments, its 


its speed and sanitation. Wrapper; 


For all dry, 
free-flowing Materials 
Carton Feeder; Bottom Seal- 
er; Carton Liners; Coupon 
Inserter; Weighers, net and 
smooth, efficient operation, gross; Top Sealer; Tight 
Drum Labeler. 
Bag and Can Filling, Weigh- 


4 its contents and market. 

It is equipped to plan a 
complete packaging system de- 
signed for your space and 
power, or to revise your pres- 
ent equipment to care for new 
products or packages. 


Automatic Packaging ing, es Labeling Codperation— 
Automatic Packaging is not “Pneumatic ” Tea Ball without charge 
a new thing. The Pneumatic Machine. ; 
Four-Fold & stem is of fort *“Coinaudit” Coin Auditing We ask you to Gve us an 
oy’ y Mashitee. opportunity to go into some 
years standing. Our standard- packaging problem for you, so 
ised packaging machinery rep- For any that we may present pro- 


resents the best in experience 





out this period. 


Liquid or Semi-Liquid 


and inventive genius through- Samco and Samco _ Junior 
Vacuum Filling Machines, 


posals for your consideration. 
Naturally we will appreciate 
this courtesy too highly to 


, ‘ automatic semi-automatic : 
Standardized machines, yes, and hand types; Standard charge you for our time. Our 
facilities-are such that we can 


ns, for each presents its 


Capping Machines. | 





afford to go into the matter 








| 
| 

but no standardized installa- | Multiple and Single Head 
| 





with you— with the assur- 





»Wn peculiar problem. The 











material and container to be 
handled, the operation speed, and the power 
and space available are some of the factors that 
make Planning the first step in the Pneumatic 
Four-Fold Packaging System. 


“Our Engineering Department” is more than 
a phrase. It comprises experts in every branch of 





ance that the machines we 
may recommend will be the machines needed to 
do the job thoroughly and economically. 


Catalog 


Pneumatic Packaging Machinery is illustrated 
and described in our sixty-four page catalog, 
which we would like to send you—free. 


All Departments at Your Service 


New York City 26 Cortlandt Street 
SAN FRANCISCO 320 Market Street 
Cuicaco 360 N. Michigan Avenue 
Lonpon, ENGLAND, Me tsourne, N.S.W. 


PNEUMATIC SCALE CORPORATION, Ltd. 


© 1927 by P. S. Corp. Ltd. 





NORFOLK DOWNS, Mass., U.S. A. 
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Devoe’s and Many Other Prominent 
Brands Are Labeled on BURT Machines 


You can eliminate the congestion in your plant during 


busy season, dispensing with overtime and apply the labels 
tight and neat by using 


THE BURT LABELING MACHINE 


From '4 pint to quart cans are handled on one machine, it being re-adjusted 
within a few minutes. 
Another model is available for putting full length labels on gallons and 
halves. 


Very substantial savings are being made in many paint plants and it will 
pay you to get particulars regarding the many advantages resulting from using 
a Burt Labeler. Simply state sizes of cans used. 


Sales Agencies: 
Midwest Office, New York City, 
Ogden, Utah, San 


564 W. Randolph St., ’ ’ 
oS" MACHINE ccc. 
Cc 1cago and Los Angeles, Calif., 
COM PA NY oT 


BALTIMORE. 

















LABELERS, INSPECTORS AND CASERS FOR ROUND CONTAINFRS 
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The Proper Filling Machine 
For All Semi-Solid Products 














Filling Machine at th: plant of Kraft Cheese Co., Chicago, Ill., has a capacity of 80 jars per minute. 


The great success of the Filler Machine Company, filling machine for semi-solid products has 
been due to the application of new and practical ideas. As evidence of its success we point with 
pride to our installation at the Kraft Cheese Company pictured above. Also to installations at 
Richard Hellmann, Inc., Pond’s Extract Co., Best Foods Inc., Standard Oil Co., Welch Grape 
Juice Co., and many others. 


This machine fills absolutely clean and accurateand is adjustable to take in a large range of sizes. 
The filling is done from the bottom up to force out air bubbles which would ordinarily be 
trapped in the container. It is fully automatic, easily cleaned and operates day in and day 
out with minimum attention and expenses. 


The machine requires but 2 x 6 ft. floor space and is driven by 4 H.P. motor. 


If yours is a semi-solid product we can solve your filling problem. Write for detailed informa- 
tion. 


THE FILLER MACHINE COMPANY, INC. 


1254 East Montgomery Ave. 


PHILADELPHIA, PA. 
NEW YORK CHICAGO SAN FRANCISCO 
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Stitching the bottoms of Swift & Co. containers \ 


a, f 
SNES a. 





vi “ J 
oes a 
res ee a 


‘Aete 
rae 


SS7 


Nee ne Liagy “< 
z AS 














ES ie 1 ae 





Canad 


Rip Van Winkle Modernized 


Some business men have their eyes closed to progress just as 
truly as did Rip Van Winkle. 


Automobiles have replaced horses; electricity is replacing 
steam; radio and aviation are revolutionizing communica- 
tion and transportation, and yet some business houses con- 
tinue to use antiquated unprofitable equipment. 


But progress keeps on and wide awake concerns are embrac- 
ing opportunities to cut costs and increase profits. And in 
just such concerns you will find Monitor Container End 
Stitchers. 

The Monitor requires but four square feet of floor space, 
and can be located at any convenient point. Folded cartons 
are stored along side the machine and boxes can be stitched 
to meet requirements. 

The cost of stitching the bottom of cartons is exceedingly 
low, the chief item being wages of operator who can stitch 
up to 3,000 cartons daily. 


No matter what is packed in the cartons, and even though 
the quantity of cartons is relatively small, the opportunity 
for saving exists in proportion. The larger the number of 
cartons involved, the more are the savings. 


If your firm uses 100 or more cartons per day. we invite 
you to investigate what economies the Monitor Container 
End Stitcher method can effect in your packing room work. 


LATHAM MACHINERY CO. 


Builders of Wire Stitchers for Over 35 years 
1153 Fulton Street, CHICAGO 


PHILADELPHIA 531 Atlantic Avenue 
The Bourse BOSTON 








NEW YORK 
461—8th Avenue 
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“The Dress of a Handsome Box.” 
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WALTHER PAPERS 


In a_ selection of attractive 


colorings and designs offer a 
variety of very beautiful and 
effective 


BOX COVERINGS 


and 


PACKAGE WRAPS 


WG ~=§=Samples on request. 
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Manufactured by 


WALTHER & COMPANY, Inc. 


102-114 HARRISON STREET 
BROOKLYN, N. Y. 
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Deserved Preference! 


M “vie than 25 years of satisfactory ser- 


vice and numerous installations of 18 
' or more years duration, are the reasons 
for Peters ‘‘Deserved Preference.” 


Appreciation of Peters guaranteed service, to- 
gether with production of a sanitary, protec- 
tive and economical package, elimination of 
operating and maintenance expense to a mini- 
mum, are responsible for such widespread 
approval of Peters Package Machinery. 


A case in point is the Peters installation at the 
plant of the Kraft Cheese Company, which is 
pictured here. In this plant Peters has installed =n 

a battery of eight carton forming and lining SRL Rae |! 
machines and eight folding and closing ma- 

chines. Each battery produces 3000 packages a | 
per hour and is so synchronized as to work in |KRAF T EESE 
complete harmony with the filling machines. 
Trouble free, economical performance has 
given Peters ‘‘Deserved Preference” with this 
leader in industry. 


















































Confer with us on any of your package 
problems. 


























PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOGW” AVE 
JEN CHICAGO.U.S.A 
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A Business 
Motive Power 


Tee time must come 
wi when all businesses 
i ae Gi will regard the advis- 
ee ability of advertising 
in the same light as the manu- 
facturer who considers the advis- 
ability of adopting a new ma- 
chine. One does not install a piece 
of labor -saving mechanism 
simply because it suits his fancy, 
but because the efficiency of his 
business demands it. He expects 
the new machine to reduce the 
cost of a particular operation — 
perhaps to make a better product 
—-and thereby aid him in meet- 
ing competition -and making 
larger profits. 


The man who refuses to con- 
sider advertising as a possible ex- 
pedient in his business simply 
shuts his eyes to one of the prob- 
lems of modern business. He 
might as well ignore banks as a 
source of credit when he has to 
borrow capital. 


On the other hand, the man 
who looks to advertising to 
checkmate all weaknesses and 


shortcomings of his business, and 
despite these to carry it on to 
success, has a childlike faith in 
the miraculous. Advertising will 
not make his product or service 
better than they are but it will 
bring him the full benefits of its 
merits. It will not eliminate 
wastefulness in his factory but it 
will reduce his cost to operate. It 
will not make illogical selling 
methods successful but it will 
assist good selling methods — and 
often point the way for improv- 
ing them. 


Advertising is the most inex- 
pensive motive power that the 
raanufacturer can buy today. It 
is a form of stimulation that 
brings excellent returns on the 
investment. 


To sell or influence those in- 
dustries concerned with packag- 
ing or its allied problems, your 
advertising in “MopERN Pack- 
AGING” will obtain this necessary 
motive power. 


Further details and informa- 
tion gladly furnished. 

















# ‘4 


PLAIN COLORED EMBOSSE > WAXED 


‘D PLAYS 


ADVERTISES 
Your Products! 


a .) Yes, gvertises them! Identifies them in the 
| publg mind--keeps them in public favor--as 
prg@flucts that are always fresh and clean. 





1 Reeth Available in any 


size Sheets or Rolls 


. to fit your wrap- 
ping machines. 
WRITE 1 FOR 


SAMPLES! 








Made by 


The WARREN MANUFACTURING CO. 
342 MADISON AVENUE, NEW YORK 
Chicago Office: 1912 Conway Building 
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MERRICK-HEBDEN 
WEIGHTOPRINT 


Reduces the entire weigh- 
ing activity to a mechanical 
basis. 


Built into any make of 
scale desired. 


Mechanically weighs and 
a prints the weight on a tape 


Typical Installation of Weightoprint for Small or ticket. 
. Packages or Boxes 





SAVE LABOR — The Weightoprint weighs the load and prints the weight, elimi- 
nating the human element. It also re-checks the product of packaging machines automai- 
cally, thus saving labor. 


PROMOTES ACCURACY — The Weightoprint has the same sensibility as the 
finest scale. The printed record is mechanically made and indisputable. Its accuracy con- 
forms with the usual requirements of weights and measures officials. 


SPEEDS UP OUTPUT — The Weightoprint does its work with a speed and 
accuracy, which cannot be obtained manually. 


INCREASES PROFIT — The Weightoprint by its fine accuracy guarantees that 
each package will have the required weight with nothing over. All the overage you give 
is unnecessary waste. Your customer does not appreciate such a gift, because he does 
not know it is there. Can you afford such unappreciated liberality ? 


AVOIDS CLAIMS AND DISPUTES — How do you now place a claim for short 
weight? The Weightoprint makes its own record as the package goes along and being 
mechanical, it is not affected by carelessness, defective eyesight, bias or any of the weak- 
me of human nature. Claims are minimized and the records are clear, certain and 
asting. 


OPERATION—This machine weighs packages as they pass along over a gravity 
conveyor. The packages come to the scale, are stopped, weighed and passed along me- 
chanically and as each package is weighed, the weight is automatically printed on an 
adding machine strip or ticket — the package going on — but the record of its weight 
remaining. Total weights may be taken at any time. The weights may be printed 
directly on the package, tickets, tape, or other forms. 
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THE WEIGHTOPRINT WEIGHS 
Tr AND PRINTS THE WEIGHT 


These machines also handle viscid substances, odd shapes, and fragile articles — 


in fact, any product that is conveyor handled. 
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Typical Installation of Weightoprint for Large Packages or Boxes 
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Let us have your weighing problems, no matter what they are. We are specialists 
in this line and can show you a better and more profitable way to do your weighing. 


FOR DETAILS WRITE DEPARTMENT H 


MERRICK SCALE MFG. CO. 


182 AUTUMN ST. 


PASSAIC, N. J. 
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Ferguson Carton Sealing and 
Weighing Machine installed in the 
Cereal Department of the Conti- 
nental Milling and Warehouse Co., 
Staten Island, N. Y. The machine 
weighs, fills and seals 60 packages 
per minute. A variety of products 
are packaged with the one unit. 


Netting that Ax/a Profit, 


Greater production 

More accurate weights 

Less men on the payroll 
Commercially good packages 


These are some of the important things effected by a 
Ferguson Carton Sealing and Weighing Machine for the 
Cereal Department of the Continental Milling and Ware- 
house Co., Staten Island, N. Y. 


The most conservative cost figures, based on experience 
with Ferguson Machines reveal substantial extra profit, 
after deducting for depreciation, interest, maintenance, etc. 


Without their Ferguson Machine this company would 
literally be throwing away thousands of dollars a year. 
How much is improper packaging costing annually in your- 
plant? A Ferguson engineer can help you discover this. 
His estimate will be conservative. He will help you pro- 
duce a better package—he will lower your unit cost—he 
will pave the way for that extra profit. 


Ferguson Machines are in operation on such products as— 
Coffee—Cereals—Sugar—Flour—Salt 
Macaroni—Soap Flakes—Soap Powder 
Grass Seed—Bird Seed—Garden Seed—etc. 


1sk for a demonstration and call for a Ferguson Engineer, 


LFERGUSON (0. 


JOLIET ---- ILLINOIS 
New York Office 
F.E.HUHN 
25 BEAVER ST. 
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11 Park Place, New York, N. Y. Copyright 1927. 








$2.00 FOR THE YEAR 
25 CENTS A COPY 


VOLUME ONE 
NUMBER TWO 


New York, October, 1927 


Building Group Sales With a 
Package 


Uniformity of Color Scheme and Design Make Each Kraft Package an Advertisement for 
All Other Products of the Company. Modern Automatic Machinery Secures 
Large Production and Operating Economies. 








DVERTISING at its best is 
A always news. First, the ad- 


vertisement in whatever form 


it may be, must catch the eye, then 
arouse interest and finally convince the 
one who sees it. There is art news in 
an attractive package and that news, 
combined with commercial practica- 
bility and worthiness of the contents 
ot the package, reaches far and hits 
hard. 

Proper and impressive presenta- 
tion of any product is a real art. No 
product, however attractively pre- 
sented, is going to gain enduring 
success unless it “measures up” in 
every respect. Lincoln’s immortal 
words, “You can fool some of the 
people all the time and all the people 


By JOHN H. PLATT 
Kraft Cheese Company 


some of the time, but you can’t fool 
all the people all the time”, apply as 
effectively in modern day commerce 
and industry as they applied to other 
conditions that existed more than half 
a century ago. 


Packages Feature Every Product 


Many concerns producing a variety 
of goods feature a few of their prod- 












ucts in their advertising and -packaging, 
but the Kraft Cheese Company, the 
largest concern of its kind in the world, 
has set’ about the serious business of 
featuring, by means of packages, its 
entire line of cheese—from the old 
stand-bys to the 
Kraft attaches great importance to the 
marketing value of attractive packages 
and the company is sparing neither 
money nor brains 
its products in such a manner as to 
leave deep impress upon the pur- 
chasing public. 

A re-designing of all Kraft labels 
and packages, at a cost of many 
thousands of dollars before satisfac- 
tory results obtained, 
given distinct individuality to every 


newer creations. 


in presenting 


were has 


Display posters feature packages together with appetizing sugges-ions for uses of the various products 
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product of the Kraft company. Every 


package, as a result of the successful 
campaign to secure more satisfactory 
containers, now is banded with the 
well known Kraft trademark in uni- 
form design, easily and quickly recog- 





Showing how the new design adapts itself 
to glass jar labels 


nizable, so that each package is an ad- 
vertisement for every other variety of 
cheese sold by the company. This 
unique and highly effective method of 
packaging naturally links up with the 
company’s newspaper, magazine and 
outdoor 2 'vertising. 


Saying It With a Package 


“Every package”,. declares J. L. 
Kraft, president of the company, “has 
been designed to arouse an appeal to 
the appetite, and there is no question 
in our minds that appearance has much 
to do with the sale of package mer- 
chandise. The eye frequently deter- 
mines the purchase of a commodity, be 
iz a toilet article or a food product, 
and our purpose has been to beautify 
Kraft packages in an effort to make 
them distinctive and outstanding. A 
clever handling of the 
color scheme and de- 
signing of the label 
make packaged goods 
appear larger than they 
really are, and much 
larger than would be 
the case with ordinary 
packaging. No ex- 
pense has been spared 
by the Kraft company 


in bringing about this result, and we 
believe we have accomplished our aim. 

“In selling to the dealer a uniform 
mode of packaging our products has 
not only aided us in larger sales but 
has helped the dealer, in that he is 
backed by an extensive advertising 
campaign and the attractively arranged 
cartoned cheese which our factories 
produce in increasing volume annually. 
When a person can get all the popular 
varieties of cheese under one label— 
cheese finely packed and colorfully ad- 
vertised—he invariably chooses that 
particular brand rather than tie up 
with some concern whose line is not 
complete. And it has always been our 
policy to make the Kraft label stand 
for the highest possible quality.” 

The Kraft Cheese Company’s goal 
is a 50 per cent increase in business 
within three years,:and the progress 
the company is making is fairly start- 
ling the merchandising world. The 
Kraft officials realize that this seems 
tc be a mountainous task, but results 
thus far have justified expectations. 

Two big steps have been taken to- 
ward the ultimate objective—a million- 
dollar advertising campaign and the 
standardizing and beautifying of all 
packages. It has been said that Kraft 
products afford the window-display 
man an unsurpassed opportunity to ex- 
ercise his artistic ingenuity, at the 
same time “getting over” a practical 
selling argument. 

The Kraft company is thoroughly 
“sold” on attractive packages, and its 
opinion is worth much, inasmuch as it 
is the undisputed leader in its line. 











Different colored packages for each product—but the same trade mark 
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A visit to the Kraft Cheese Com- 
pany factory in Chicago reveals many 
interesting processes with respect to 
the handling and packaging of cheese. 
These processes are followed in all of 
their seven main plants in this country, 
England and Australia. In the prepa- 
ration of the cheese proper, prior to 
the actual packaging operation, sanita- 
tion and cleanliness are of paramount 
importance. In the manufacture of 
Kraft pasteurized cheese, the product 
when properly ripened is tested to de- 
termine the texture and composition. 
One cheese may be found to have a 
little too much acid, another may lack 
butter fat or contain too much be- 
cause a richer milk was used, etc. The 
chemist knows which of these different 
lots should be combined to make a per- 
fect cheese and every step necessary to 
secure the desired result is taken. 


The Packaging of Kraft Cheese 


After proper testing, the rinds are 
removed and the cheese run through a 
shredding machine which breaks it up 
into small particles. These are 
thoroughly mixed together and then 
pasteurized, killing any harmful bac- 
teria and producing a perfect blend of 
the different lots. While still in a 
soft, warm state, the cheese is fed into 
hoppers beneath which are the various 
filling and packaging machines. 

The packaging department proper is 
on the second floor and the mixing de- 
partment on the third, permitting the 
cheese to be fed into the. filling ma- 
chine hoppers by gravity. For packag- 
ing the popular %4-lb. containers the 
company utilizes a battery of eight car- 
ton forming and lining machines. 


Cartons Automatically Lined 


Each machine takes the carton blank 
and a superimposed sheet of tin-foil 
and parchment paper 
(for protective pur- 
poses) and simul- 
taneously forms them 
into an open receptacle, 
interfolding the lining 
with the flaps in such 
a way that they become 
an integral part of each 
other and lock the 
tucking flaps into place. 
This operation forms 
a smoothly lined car- 
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PRODY 


DELICIOUS for 
SALADS. SANDWICHES 


A distinctive, colored label for each product with a prominent display of the brand marking 


ton without any projecting edges or 
folds which permits the contents to be 
readily inserted without any disar- 
rangement of the lining or disturbance 
of the product. 

The formed and lined cartons drop 
on a belt conveyor and proceed in a 
straight line to a filling machine which 
was designed and built by the com- 
pany’s own engineers. Here the exact 
amount of cheese is automatically fed 
into the cartons which proceed along 
a conveyor to a folding and closing ma- 
chine. 

This latter device takes the filled 
but unclosed package and automatically 
folds the upstanding portions of the 
lining and carton so that the cheese 
is completely enveloped by the lining; 
it then closes down the cover and in- 





Battery of automatic carton forming and lining machines. 
Each machine forms an open receptacle with a continuous 
intexfolded and inner-sealed lining which entirely envelops 


serts the front flap, making a rigid and 
firm package. The filled cartons on 
leaving the closing machine go by belt 
to the packing table where 12 cartons 
are inserted into a wooden box; thence 
by conveyor to a nailing machine where 
the tops are automatically nailed on for 
future shipment. 


Weights Checked After Filling 


The various units of equipment used 
for each battery are properly combined 
and coordinated in one continuous sys- 
tem, with a speed of 3,000 packages 
per hour. At each filling machine, a 
scale is provided for checking the 
weight of the packages after they are 
filled. The slightest variation in 
weight is immediately adjusted in the 
filling machine. It will also be noted 


contents protecting it against all deleterious influences 


that throughout straight line produc- 
tion methods are employed. 

A different process is employed for 
packing the 5-lb. packages of cheese 
as wooden boxes are utilized ex- 
clusively. These are assembled on the 
fifth floor of the building and are 
carried by conveyor to the packing 
table. Here the operator places the 
protective lining (tin-foil, parchment 
paper on outer side) in the box which 
proceeds along a conveyor to the filling 
machine where the proper amount of 
cheese is automatically inserted. The 
box then proceeds along the conveyor, 
the operator folding over the protec- 
tive lining. At the end of the con- 
veyor the box is received by a nailing 
machine where the top is automatically 
nailed on as described previously. 


Cartons from forming and lining tachine proceed on belt 
conveyor to filling machine. Here required weight is inserted 
and checked and filled carton proceeds on conveyor to folding 
and closing machine 
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Filling machine for 5 lb, packages is of the company’s own 
7 The wooden boxes are assembled on the upper floors 
and brought to packing department by conveyor. Each box is 
lined with a protective lining of tin foil and parchment paper 


design. 


Virtually all the products which are 
put up in cartons are also packed in 
glass jars, the weight of the contents 
ranging from 3% to 60z. The empty 
jars are received in cartons which bear 
the company name and trademark and 


are used for reship purposes. 
Four Jars Filled Simultaneously 


The jars are taken out of the cartons 
and placed on a conveyor which passes 
through washing and sterilizing equip- 
ment. This operation complete, they 
proceed on the conveyor to a point 
where an operator places them (four 
in line) on another conveyor which is 
at right angles to the original one. 
This carries the jars to a filling ma- 
chine where four jars are automatically 
filled at From here they 
proceed by conveyor to the capper and 
The pasteur- 


one time. 


then to the pasteurizer. 





Filled jars upon leaving pasteurizer proceed on belt con- 


veyor to automatic labeling machine. 


to shipping department 


The completed jar is 
then packed (12) in a corrugated box, sealed and sent direct 


izer is arranged with a series of con- 
tinuous conveyors so that the jars auto- 
matically arrive at a rotary labeling 
machine. After labels are applied the 
completed jars are packed in the same 
corrugated containers in which the 
empty jars are received, adhesive being 
applied by brush to the top, sent 
through a pressure unit and thence by 
chutes to the shipping room on the 
floor below. This department has a 
capacity of 2500 jars per hour. 


Glassine Bags and Tin Cans Used 


Grated cheese—another product that 
has won popular favor—is packed in 
two forms—2-oz. glassine envelopes 


and in 5-oz. and 16-oz. shakers similar 


to those used by some salt manufac- 
turers. For packaging the 2-oz. bags an 
automatic envelope sealing and filling 
machine is employed. The 2-0z. glassine 


Bottles approaching 
Sterilizing equipment. : 
time and sent by conveyor to capping machine. 


grated cheese in 2 oz, glassine bags. 
in display containers and then placed in cor-ugated boxes for 
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machine from washing and 
Four bottles or jars are filled at one 
The filling 


machine for all semi-solids is entirely automatic 


filling 


bags are packed in display containers 
which in turn are packed in corrugared 
boxes for final shipment. Five va- 
rieties of cheese are also packed in tin 
cans, the machinery for which has been 
designed by the company engineer. The 
cans are automatically lined with 
parchment—top, bottom and sides— 
and after filling and capping are placed 
in steam retorts for sterilization. The 
capacity of this unit is 18,000 tin cans 
filled per hour. 

The Kraft Cheese Company 
many years has been making its own 
wooden boxes, the entire fifth floor in 
the Chicago plant being devoted to this 
purpose. Shooks are produced in the 
company’s own mills at Niles, Cal. and 
at New Westminister, near Van- 
couver, B. C.. The box making de- 
partment in Chicago produces as many 
as 10,000 boxes per day, besides as- 


tor 





Automatic weighing, filling and sealing machine for packing 


The bags are packed 


final shipment 
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sembling various display racks used for 
merchandising purposes. 

It is worthy of note that wherever 
possible in this plant modern automatic 
machinery has replaced hand labor, not 
only making possible great production 
but resulting in operating economies. 


EQUIPMENT AND SUPPLIES 


Carton forming and lining machines— 
Peters Machinery Co. 

Carton folding and closing 
Peters Machinery Co. 

Nailing machines—Morgan Machine Co. 

Bottle filler-—Filler Machine Co. 

Automatic capper — Cundall, 
Mosher, Inc. 

Pasteurizer—Dunkley Co. 

Washing and sterilizing machinery—Mc- 
Brady Bros. 

Cartons—Robert Gair Co., Standard Paper 
Co, 

Protective paper (parchment and tin-foil) 

—Midland Metal Co. 

Automatic labelers—Economic 
Co. 

Glass jars—Hazel-Atlas Glass Co. 


machines— 


Power, 


Machinery 


Packaging machinery (grated cheese )— 
Hoepner Automatic Scale Co. 
Scales—-Schaper Scale Co., Smith Scale 


Co. 


Exports of Flash Lights and 
Flash-Light Batteries. 


URING July, 1927 writes Com- 

merce Reports, there was ex- 
ported from the United States $201,- 
012 worth of flash lights and $188,- 
164 worth of flash-light batteries. 
These two items are distributed pretty 
much all over the world, with the ex- 
ception of Europe, as they are manu- 
tactured of the European 
countries to more or less extent, par- 
ticularly in Germany and Great Brit- 
Both of these figures for July 
are well above the monthly average 
for 1926, which was $171,200 for 
lights and $139,500 for batteries, ap- 
proximately. These two items !ast 
year amounted to approximately +1% 
per cent of the total exports of elec- 
trical goods from the United States. 


in most 


ain. 


Paper Box Sales Increase 
ALES of paper boxes are increas- 
ing most 
to the current 


accord- 
ing digest 
sent out by the National Paper Box 


in sections, 


business 
Manufacturers’ Association. Some 
firms still report no great demand for 
their product. This is the time of 
vear when paper box factories begin 
to operate on a normal basis. Produc- 
tion and sales will continue to increase 


until almost the end of the year. 
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One Package for Over Thirty 
Years 


Round Carton Used in Packaging Straws Protects Contents, 


Assures Full Count and 


Forms an Ideal Dispenser 


By H. K. DUGDALE 


The Green & 
OR over thirty years, Stone’s 


Sanitary Straws have been packed 
in a round, spill-proof box with a red- 
brown top and bottom. This box is 
made in two sections, in fact it is vir- 
tually a large, sturdy cardboard tube 
cut in half. Broadly speaking, the 
business of the Stone Straw Co. is the 
manufacture of paper tubing of va- 
rious sizes and types and for a great 





Thus the company 


diversity of uses. 
has been able to utilize its broad ex- 
perience in tube making, plus its mod- 
ern tube-winding equipment, in the 
making of its own tubular cartons. 
The trade has known and preferred 


this round box for years. When the 
upper half is removed the bottom sec- 
tion of the carton constitutes an ideal 
dispenser for fountains where decora- 


sumer from a sanitary standpoint. 


Van Sant Co. 


tive glass, metal or other modern dis- 
pensers are not used. The top and 
bottom are glued on tightly. Until 
opened for use, the two halves are held 
together by the company’s familiar 
trade-mark in the form of a gummed 
sticker. 

For the purpose intended this box is 
more rigid and durable than a rect- 
angular container, withstanding more 
rough handling in the jjobber’s ship- 
ping room and the dealer’s’ receiving 
There are no sharp, projecting 
corners to crack, cave in, and admit 
dust or cause damage to the dainty 
straws _ inside. the 
result of the longest experience known 
in straw manufacturing and distribu- 
» tion. Its design and construction con- 
{template the practical needs of the 
trade and the protection of the con- 


room. 


Stone’s carton is 


It insures full count always: The 
round carton holds 500 straws and it 
is impossible to crowd more than that 
number in a Stone straw carton. If 
less than 500 are put in by mistake, 
the shortage is at once detected by the 
packing room inspector and made good. 
This accuracy is due to the non-bulg- 


ing cylindrical walls—a feature of all 





well-made containers. 
For domestic 
Straws are packed in corrugated cases 
because they are lighter than wood, 
thereby reducing freight charges to the ° 
trade. They are easier to pack and 
handle, weighing only 31 lbs. in units 
of 500 to a carton; 50 cartons or 25,- 
000 straws to a case, as compared with 
the same quantity in wooden cases. To 
assure the shipment reaching its des- 
tination in perfect condition, 200 |b. 
test board is used for these cases in- 
stead of 175 lb. This practically elim- 
inates crushing due to rough handling, 
and makes a serviceable, substantial 
packing case for all domestic use. 
Atmospheric conditions make _ it 
necessary to use a solid fibre case for 


shipment, Stone’s 
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shipments through the Panama Canal 
to the Pacific Coast. The intense heat 
and humidity caused the corrugated 
cases to soften but this was overcome 
by the Abre package and satisfactory re- 
sults obtained. 

The Stone’s 
Straws, is worthy of a good package, 
and the round, spill-proof box packed 
in the sturdy corrugated carton has 
proved satisfactory and 
highly preferable in so many ways that 
it is doubtful if any other package will 
ever be used for fountain and general 


product, Sanitary 


eminently 


trade use. 


Package Inserts for Canned 
Goods 

HE manufacturer of products 

sold in cans finds himself faced 
with a difficult problem if he wishes 
to use a package insert. According to 
Printers’ Ink Monthly there are sev- 
eral solutions for this problem, none 
of which is entirely satisfactory but 
all of which have been used with 
varying success by other manufactur- 
ers who have had to provide for similar 
contingencies. 

First, there is the possibility of put- 
ting an extra wraper around the can. 
Information can be printed on this 
wrapper or printed on a booklet in- 
serted between the wrapper and the 
can label. Crisco, for instance, uses 
an extra wrapper to carry directions 
This 


method entails extra expense for the 


and some advertising material. 


second wrapper. 

Second, the insert may be attached 
to the can by means of a rubber band. 
The disadvantage of this plan is that 
the rubber band is likely to break or 
the insert may slip out as the can is 
handled by the shipping clerk and the 
retail dealer. 

Third, the can may be placed in a 
pasteboard carton which contains both 
can and insert. Usually this plan is 
not followed because of the added ex- 
pense involved. 

A fourth plan that has been used 
successfully is to make a small en- 
velope which is pasted to the bottom 
of the can if the can is round or on 
the back if the can is square. In this 
put the This 
method has this advantage: the insert 
always remains with the can, provided 
the envelope is fastened securely. 


envelope is insert. 
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Protecting Packaged Samples 


in Shipment 


By Robert S. Casey 
Skrip Department, W. A. Sheaffer Pen Co. 


re conducting a national advertising 
campaign to introduce “Skrip—the 
Successor to Ink’, the W. A. Sheaffer 
Pen Co., Fort Madison, Ia., offered to 
forward a regular 2-oz. bottle to any- 
one clipping the coupon and sending 
The company 
also mailed out a library size bottle to 
Sheaffer dealers who had not stocked 
Skrip. 

Such a campaign involved the prob- 
lem of packing up thousands of single 
bottles of Skrip in the quickest and 
most economical way possible. This 
was accomplished by packaging the 
bottles in fiber board mailing tubes 
with metal bottoms and metal screw 
caps. A small folder, illustrating other 
in the 
pens, pencils, desk set—was inserted 
and around each bottle was wrapped a 


five cents in stamps. 


items Sheaffer line—fountain 





“~” 





» ~_-- 


rectangular pad of “Kimpak’’ crepe 
wadding. The size of this pad had 
been determined previously so as to 
be just sufficient to absorb all the con- 
tents of the bottle in case it should 
be broken. 

It was found that the most efficient 
way of handling the packing of these 
bottles was to have the mailing tube 
proceed along the belt conveyor, cne 
operator placing the round fiber cor- 
rugated pads in the bottom of each 
tube. Others wrapped the Kimpak 
pads around each bottle together with 
one of the small circulars and inserted 
this in the tube while other operators 
placed the pasteboard washers in the 
screw caps and screwed the caps on 





the tubes. In this way the packing 
went forward smoothly and system- 
atically. It proved to be nearly one 
hundred per cent more efficient than 
having each operator work alone and 
pack the entire package from begin- 
ning to end. 

As the coupons were received a 
gummed address sticker was typed with 
the address shown on the coupon. In 
shipping them _ out, operator 
moistened the address sticker and ap- 
plied it to the tube and passed it to 
the next who rubber stamped the re- 
quired notation “Fragile”, etc. An- 
other operator immediately moistened 
a six cent stamp, placed it upon the 
package and dropped it in the mail 
sack for shipment. 

Only two or three reports of break- 
age have been made from among the 


one 


thousands of 
bottles sent 
out and no 


complaints 
have been re- 
ceived of 
stances where 
the fluid leak- 
ed out and 
damaged other 
mail. Another 
important 
point in con- 
nection with the use of the crepe wad- 
ding is that it is possible to get a suffi- 
cient capacity for absorption of liquid as 
well as of shock, and still have a light 
weight. This was found to be advan- 
tageous in the five cent coupon cam- 
paign. It was possible to pack 2-oz. 
bottles of Skrip properly, and have the 
complete weight of the package just 
under eight ounces, so that they could 
be mailed to any part of the country for 
the third class, six cent rate. If the 
package had been a small fraction of an 
ounce heavier the company would have 
been obliged to look up the fourth class 
zone rate on each one of these thou- 
sand of packages and pay a postage rate 
(Continued on page 26) 


in- 




















Selecting the Cover Paper 






Attractive and Exclusive Designs in Dress of Packages Encourage Sales of Cosmetics, Per- 
fume, Candy and Other Gift Merchandise 


HERE can be no doubt in the 
T mind of any progressive firm 

engaged in marketing a prod- 
uct through retail channels as to the 
extreme importance of its presentation. 
The market offers so many examples 
of well packaged articles which out- 
sell competitive merchandise not so 
well packaged that any argument 
against the procedure is entirely re- 
futed. The outstanding successes 
among packaged goods are those whose 


By ELMER S. MOORE 
Keller-Dorian Paper Co., Inc. 


fumes are purchased for this purpose. 
These industries have realized this 
phase of their sales and have constantly 
bent their efforts to sell the eye of the 
purchaser before selling the tongue or 
nose of the ultimate user. 


Placing Belts in the Gift Class 


Until quite recently men purchased 
their own belts, selecting them from a 
rack suspended over the counter of a 
In the past few years 


haberdashery. 





An attractive cover paper and the Alpine scene combine effectiveness and 
originality in this Swiss handkerchief box 


excellent qualities and extensive ad- 
vertising are carried right into the 
minds of the buyers at the instant of 
purchase. That is the moment which 
is all important. Given two articles 
of equal value, the attractively dressed 
one has the advantage. 

Aside from the psychological im- 
pression of high quality contents 
created by a good package, attractive 
boxes are in themselves a very im- 
portant objective in many lines. This 
is especially true of those articles which 
are purchased as gifts. The purchaser 
selecting an article to give another 
wishes it to be as attractive as possible, 
and wili many times forego such con- 
siderations as personal choice of brands, 
utility and even quality. The range of 
merchandise falling into this class is 
constantly increasing. Practically all 
of the higher grades of candy and per- 


two of the largest manufacturers of 
belts have advanced their products to 
the gift class by packing them in attrac- 
tive boxes. The belt is probably no 
better as an article of apparel than be- 
fore it was packaged, but the packaging 
has lifted its social status, so to speak, 


and has created a demand for those 
more attractive and more expensive. 
Spark-plugs will fire just as regularly 
if bought over a greasy counter of an 
automobile accessory store but the ones 
found under the Christmas tree are 
those in attractive packages. Silk 
stockings and filmy underwear are in- 
tended to appeal because of their deli- 
cate beauty rather than their durability, 
and this appeal is certainly enhanced 
when they are presented in a box de- 
signed to contain them rather than 
wrapped in the same manner as a red 
flannel undershirt. 

There is almost no limit to the va- 
riety of articles which can be boxed— 
and if boxed at all the packaging 
should certainly be done attractively. 

The package should be more than a 
mere protective container. The wo- 
man taking home her new hat likes to 
know that the box will protect the 
millinery from crushing, but she will 
swing it a little more jauntily if the 
package carries a hint of the beauty 
hidden within. 


Originality in Box Shapes 


In selecting cover designs for the 
package, some thought must be given 
to its shape and size. ‘The form of the 
box will largely be determined by the 
article to be packaged but even here 
tradition can be given a jar or two 


CHOCOLATE 
DAiNTiMiNTS 





Effective use of label with a cover paper 
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and, within the limit of good taste, 
originality of box shapes will enhance 
their appeal. to the buyer. However, 
it is the harmony existing between box 
and cover design which makes the truly 
attractive package. Much more is 
needed than boxboard and 
splashes of color. 

A good box maker is able 
and willing to design a box 
especially for the article to 
be packaged and to cover 
it with a paper harmoniz- 
ing with the design so that 
not only the merchandise 
but the class of buyer to 
whom it is to be offered is 
considered. In designing a 
package to contain articles 
for men, a common mis- 
take is to lean too far to- 
ward masculine somberness. 
The fact that a great many 
purchases for men are made 
by women should ‘not be 


dinary and beautifully designed and 
printed cover papers. 

There are various methods of select- 
ing the cover paper for the package. 
The paper may be designed especially 
and either die-stamped, lithographed or 
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the design or color combination is to 
be changed more expense is involved. 


Multiplicity of Designs Offered 


The other method is to select a cover 
paper from lines already prepared by 
the fancy paper makers. 
There are several good 
manufacturers of cover pa- 
pers and their assortment 
of designs is almost un- 
limited. One such house 
has manufactured over 
40,000 cover papers. Of 
course, all of these designs 
are not carried in stock but 
a sufficient selection is 
available to meet the de- 
mands of almost any pack- 
age. This method of buy- 
ing paper enables the box 
designer to see the com- 
pleted package, to compare 
it with others and, having 
finally determined on the 


forgotten. Women almost Perfumery box which combines satin top with special paper for cover paper desired, allows 


invariably are attracted by 
bright, lively colors, but 
in selecting a man’s gift they will 
usually choose strong designs—that is, 
straight linés, blocks, stripes or other 
geometrical figures. In purchasing for 
women they will select lively colors in 
more delicate designs with flowers, 
curves, or scroll work as the motif. 


Comparison of Cover Paper Costs 


Packages need not be expensive to 
be attractive. The difference of cost, 
if any, between a'‘drab, poorly designed 
box and one beautifully attractive, lies 
for the most part in the covering. The 
box cannot possibly be more attractive 
than its cover paper and the latter is 
relatively a small part of the cost of 
the finished article. A good paper 
will make a cheaply constructed box 
beautiful but most certainly a poor 
paper will ruin the best made box. 

It is well, therefore, to determine the 
cost of the cover paper when consider- 
ing the cost of the package. Although 
it is dificult to give exact figures on 
boxes in general, an extreme case might 
serve as an example. For instance, a 
box which will cut 3,000 to a ream. 
At $15 per ream the cover paper costs 
onerhalf cent per box; at $45 per ream 
cover paper costs one cent more per 
box—the difference between very or- 


side covering. 


or silver paper covering 


printed to order; or the paper may be 
selected from the large assortment of 
designs manufactured by paper mills 
devoting their entire industry to this 
work. 

A paper designed to order incurs the 
tee of the artist and the costs of the 
dies or lithograph stones which are 
usually expensive. It is also necessary 
in purchasing papers in this manner to 
order large quantities and also some- 
times difficult to estimate the amount 
needed. This method is rather im- 





Richness is added to interior finish by use of gold 


him to purchase such as re- 
quired. The cost of the art 
work and the necessary dies is elim- 
inated. 

An objection offered to buying pa- 
pers from stock is that they lack in- 
dividuality. This phase of the ques- 
tion can usually be arranged with the 
paper house under an agreement where- 
by they will not sell the same design 
to competitive lines and, in fact, many 
of them are willing to confine to the 





Appeal is made through color and design of cover papers in these boxes. 
Perfumer’s name appears only on the merchandise 


practical for the small users. One 
must visualize from a drawing what 
the finished package will look like and 
await the completed job before ac- 
tually determining whether the selected 
design is entirely what is wanted. If 


exclusive use of the original purchaser 
the design selected. A number of large 
manufacturers select their papers in 
this manner and are quite satisfied that 
their packages possess sufficient indi- 
viduality to identify the products. 
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Such paper companies are usually 
equipped to manufacture their regular 
designs in special colors or to create 
new designs, if required, in compara- 
Most of them 
de- 


tively small quantities. 
have assortment of designs 
lineated by staff artists to be made 
when ordered and some keep a reserve 
supply of finished designs to be as- 


an 


signed to the purchaser. In such cases 
completed sample sheets needed for ex- 
perimental work can be obtained. 

On some packages it is advisable to 
have the brand name and description 





beauty. The package is the identifying 
feature and the name can only be dis- 
tinguished at close distances. 

Candy manufacturers at one time 
displayed their name quite prominently 
across the top of their packages. “To- 
day, however, those producing the bet- 
ter grade of confectionery depend on 
the package and its cover paper to at- 
tract .the sales attention and are either 
die-stamping their trade 
marks in one corner in clever little de- 
signs giving the effect of a beautiful 
label or are pasting a label which has 


names or 





Originality of 


of contents prominently displayed. Es- 
pecially is this true of articles such as 
food stuffs which are sold in hermeti- 
cally sealed boxes and of articles not 
easily distinguishable from competitors’ 
merchandise. But such advertising dis- 
plays detract from the appearance of 
the better grade packages, and it is 
quite possible to design a package which 
instantly identifies itself with the manu- 
facturer and his product. ‘The pur- 
chaser of a gift does not want the pack- 
age to look like a billboard, and the 
same advertising value can be obtained 
with a small label designed to har- 
monize with the rest of the package or 
the merchandise itself can be marked 
with the trade name. 

That industry which has done more 
in advancing the art of packaging than 
any other, depends most on its pack- 
ages and is at the same time the most 
keenly competitive is the cosmetic and 
perfume trade. Yet, very few of these 
manufacturers use their packages as 
signboards. They all depend on the 
package itself. to identify the product, 
placing their trade name on the box in 
such a way as not to detract from its 





design in these boxes compels immediate attention 


been designed to conform to the rest 
of the package in such a way as to 
not detract from the appearance. 

Of the two belt manufacturers re- 
ferred to one chooses to use the com- 
pany name as the central theme in all 
of its box designs. Apart from the 
questionable taste of such practice se- 
vere restrictions are placed on the pack- 
age design. The other manufacturer 
chooses to allow the package to secure 
the sales attention, to identify the prod- 
uct after the purchaser has been at- 
tracted with a small label placed on the 
inside of the box and to place the com- 
pany’s name on the merchandise. The 
same advertising results are obtained, 
greater liberty is allowed the designer 
and the purchaser of the package is 
not offended by a crude. display. that 
makes a poor impression. 

An attractive package will sell a 
good ‘product. It will help a poor one. 
There is no merchandise so attractive 
that its appearance cannot be helped 
by a beautiful package. If this seems 
doubtful, buy an orchid at the better 
grade shops on Fifth Avenue or Michi- 
gan Boulevard. 
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Buying Garters by the Box 


RECENT advertisement to haber- 
dashers by the makers of Boston 
Garters, according to the American . 
Box Maker, is of particular interest 
because of the style copy used. Across 
the top of the advertisement are ten 
reproductions of beautiful boxes in 
which Christmas garters are offered. 
The type copy surrounding these 
garter boxes tells little about the gar- 
ters, but has much to say about their 
handsome packaging. The following 
is clipped from the large type copy of 
this advertisement: 


BOSTON Garters in the Gayest of 
Boxes, Combination Sets in Irre- 
sistible Packing in the Hand- 
some Gold Box! 


Then following, the smaller type 
copy says: 

“Never before have Boston Garters 
and arm bands been boxed so sumpt- 
uously and attractively for the holi- 
day season. To make this assortment 
the skill and art of two of America’s 
leading box makers was combined with 
that of French and American art!sts. 
Ask your jobber to show you the fa- 
mous Agrippa Web Boston in holiday 
Couple your order for this 
with the combination sets —garters and 
arm bands in smart new colors—all 
wanted styles, materials and widths. 
The famous ‘Dollar Boston’ — the 
finest satin pad garter ever produced 
for a dollar, equipped with 24K gold 
plated trimmings, is another number 
you will certainly want. Your indi- 
vidual garters will come to you packed 


packing. 


in a very handsome holiday carton, 12 
to a carton. This with the combina- 
tion sets makes a splendid display.” 





Color in Wrappings 


Du Pont Cellophane Co., Inc., has 
issued a booklet describing and show- 
ing samples of cellophane designated as 
“The Super-wrap”’. 
plain cellophane is shown in six thick- 
nesses. Seven colors are shown: amber, 
blue; pink, red, violet, green and tango. 
Samples of three embossed designs are 
furnished, also silk finish in white and 
violet, linen in white and red, and 
amber and white morocco, a new finish 
which resembles the grain of leather 
of that name. 


The: colorless or 














Automatic Weighing for Packages 


Handling, Weighing and Printing Performed Without Interruption of Production. Facilities 
Provided for Checking and Keeping Output Record of Packaging Machines 


6é CHAIN is only as strong as 
A its weakest link.’ Like- 


wise, a scale is only as ac- 

curate as the record of its indications. 
An accurate record is the only thing of 
real value to be obtained from the use 
of scales. No matter how perfect a scale 
may be, if the final result is not a faith- 
ful record of its indications, the ac- 
tivity is practically worthless and the 
cost of the entire operation is wasted. 
With the cost of labor and materials 
as high as they are today and the de- 








Single unit system device for weighing. 





By F. S. HEBDEN 
Merrick Scale Manufacturing Co. 


not be approached by manual weigh- 
ing. 

The accompanying illustrations show 
a model which was designed to weigh 
outgoing packages in a large rubber 
plant. The packages are sent over in 
lots of from one to several thousand 
and are handled in the regular way 
over a gravity conveyor system. ‘The 
first package of any lot has a bill of lad- 
ing attached. When it arrives at the 
scale the bill is removed and the pack- 
ages are allowed to pass on until an- 








ee 











Packages are automatically weighed as they 


arrive at the station by gravity conveyor, the weights are recorded and totaled and the 
loads continue to the shipping department 


mand for speed in production continu- 
ally increasing, Merrick - Hebden 
Weightoprint represent a 
logical development in labor and ma- 
terial saving equipment. By providing 
for automatic handling, weighing and 
printing, these machines eliminate the 
uncertain human element and save la- 
bor, permit speed in production and 
attain a degree of accuracy which can- 


machines 
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other lot is started. The latter is in- 
dicated by a bill of lading as before. 
Each Package Weighed 
Automatically 

As the packages pass over the scale, 
each one is stopped, weighed and a 
record of the weight printed on an add- 
ing machine strip, all of this work be- 
ing done without manual help of any 
kind. Should a lot consist of a large 


number of packages, it is only neces- 
sary to remove the bill of lading from 
the first package, permitting it to pass 
on. The other packages follow through 
automatically, hour after hour without 
attention, leaving the printed record 
behind. 

When the last package arrives, the 
total weight of the lot is printed and 
transferred to a second strip. The de- 
tail list and total is removed and at- 
tached to the bill of lading, while the 
transferred total remains in the ma- 
chine. Thus at the end of the day 
the machine retains a list of totals cor- 
responding to the lot totals. A grand 
total of these is printed and the ma- 
chine is ready for another day’s run. 

The above operations are performed 
without manual attention save that re- 
quired to remove the bills of lading 
as the different lots go through. 


Adding Machine for Recording 


The particular form of record de- 
scribed here was furnished to the speci- 
fication of the purchaser although any 
desired record may be made. Prints 
may be made on tickets, bills of lading 
or any other form. Weights may be 
printed directly packages. <A 
standard adding machine is_ incor- 
porated in the machine described, and 
may be built into any model, thus giv- 
ing all of the special recording fea- 
tures furnished by the wide variety of 
adding machine models. 

The machines are made up of two, 
three or sometimes four master units, 
consisting of the following: A bal- 
ancing unit which automatically bal- 
ances the load and is standard for all 
capacities and models; a platform unit 
controlled by the balancing unit, the 
design of which varies with the pack- 
age or material which is to be weighed; 
a printing unit, also operated by the 
balancing unit, the design of which 
varies according to the print or form 
of record desired; the scale, which is 


on 


































































































Cartons De Luxe 


E are in an age of pageantry and artistic feeling. Public 
taste is sophisticated and it is a danger to the merchant 
who fails to understand its influence upon buying. Whether 
merchandise isa necessity or a luxury, it has an affinity 
in certain colors or color schemes, and the first step 
toward a consistent design is to discover the nature 
of this kinship. Such designs are swift and engaging 
invitations to buy. Sixty-four years of laboratory 
experiment and study in the reactions of color 
and design upon merchandising have placed Gair 
Cartons at the front as sales promoters. 
N Red is like the crash of cymbals, yellow 
enriches like the sheen of gold, blue is 
serenely cool and is 
seen at the greatest dis- 
tance. Merchandise is a 
shifting mass of color 
and the most colorful 
thing in merchandise is 
the Package. In deft 
hands, destgn gives coun- 
— tenance, and color gives 
————— | character to your Carton, 
ear eee j and the vogue which 
cece cence Zl | changes with time 
should be anticipated in 
the artistic treatment. 
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Gair Sales Builders 


HE golden area of the show case top and the counter is the coveted spot for the 

Display Container. A silent contest is forever going on for the prized location. It 
belongs to the deserving. The retailer is human; therefore, like his customers, has sense 
and feeling for decorative effect. Consequently, the humble and unimpressive display 
suffers a place beneath the counter instead of one on top. But economy in design and 
color does not rob the Display Container of distinction. It is the skill and experience 
with which limited materials are employed that give Gair Display Containers pre- 
eminence. They are sales builders in good taste and win the response of the retailer. 


Gair Display Containers are not silent salesmen. If art has appeal and color is lan- 
guage to the eye, their salesmanship is both eloquent and active. There is no substi- 
tute for the trite term “Gaircraft.” It means artistic and mechanical perfection in 
Display Containers, which have so effectively influenced the present-day systems of 
merchandising. 

Our Department of Design takes care of the aesthetic and the practical features 
of the Display Container. The artist blends his work with the merchandise, and the 
mechanical structure is built to get the best display. Artist and architect work side by 
side, and our multi-color printing presses and lithographing machines reproduce their 
efforts sensitively. 
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The Big Carton —_ 


































HE “‘Tonnage’’ Cartonisa i 
masterpiece of fast and eco- i . 

nomical <a wesPhivag The new MICHELIN 
finishing department of our Piermont aaah Eehabyietestraes 
Division was built around the 
‘“Tonnage’’ Carton, soto speak. The 
three box board machines pour their 
daily output into the logically ad- 
journed printing and lithographing 
departments, which, in turn, feed 
the cutters and creasers, which con- 
vert systematically just below in a 
realm of their own. Vast and sci- 
entifically appointed as the plant 
is, the movement of material from 
the dry end of the box board 
machines on through these stages 
to the gluing and packing depart- 
ments is almost an automatic 
gravitation to the freight 
trains on the siding. 

Speeding and maximum 
perfection are the monitors of 
big carton production. They 
are for the classic products of 
the land—the products that 
feed, solaceand servethe popu- 
lation: cereals, tobaccos, 
cleansers, sport goods and the 
weighty things that go in big 
boxes. Heredesignand strength 
contest their importance. 





ININN|ADS 











KIRKMANS : i ie 3 Our engineers 
— adapt the Carton 
to the merchan- 
dize tobe packed. 
This work of in- 
vention is in the 
hands of our ex- 
perts who invite 
your problems. 








Practical Packagery 


Bu the aesthetics of the Carton are something apart from the way it is built for 

practical service. The Manager of Publicity 1s critical of the one and the Super- 
intendent of Production is keenly alive to the perfections of the other. A masterpiece 
of line and color is an execration in S. P.’s eyes if the Carton upon which the printer 
and lithographer have extended themselves blocks the automatic filler because of some 
structural defect. 

Gair Cartons are articles of precision. Your production record reflects the accuracy 
with which its seams are glued, its tucks are made and its creases are formed. But 
the pivotal factor in automatic packing and the one that supports the machine's 
capacity is the character and texture of the box board of which the Carton is made. 
The smooth, snappy, pliant Carton yields to the process. It also answers the call of 
the printirig and lithographing presses which carry the vignette and successfully 
takes the many colored composition of the engraver. 

The square Cosmetic Carton is precious in size and appearance, but the Cartons 
that reach the pantry shelves filled with the necessities of life and the every-day products 
of the land declare the vast extent and importance of the system of merchandising 
that the Carton has made possible. There are no two Gair Cartons alike. They are kept 
as unlike as possible to preserve the identity and official character of each manufac- 
turer's goods, yet consistently holding to the colors that compliment their purpose. 

Their realm long ago reached beyond the pantry shelf. They have become the 
vehicles of universal merchandise, and if some form of article does not fit within 
the conventional angles of a Carton, the Gair Carton is made to fit the unconventional 
angles of the article. 

Gair Box Board is the foundation for the peculiarities of the workmanship which 

| stamps the finished Carton as a Gair Product. The six big Gair Box Board Mills are 
linked from New York to Chicago. We control the quality of twelve hundred tons 
of box board per day, setting up permanent standards, colors and finishes that minimize 
the ever-present danger of variation, the enemy of printing and lithography and the 
| deterrent to easy automatic packaging. 
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Gair Unit Service 


We manufacture from the ground up. Our paper machines produce over twelve 
hundred tons of box board daily. 

We engrave, print and lithograph in the largest and best equipped plant of its 
kind in the world. 

Gair Products flow uninterruptedly from the box board machines through all the 
processes to the shipping floor with studied economy. | 

Our chemists improve,our processes and test our products to ensure your receiv- 
ing the best that the art affords. 

Our Department of Design invents and adapts folding and other types of Cartons 
and Boxes to every conceivable size and shape of merchandise. 

We modernize the designs and color schemes of Cartons that time has left behind 
in the course of merchandising progress. We do it in a way that fully protects their 
identity. 

The Folding Box, Display Container, Gairco Box, Corrugated and Fibre Shipping 
Case go one within the other and together constitute a unit of merchandise. 


ROBERT GAIR COMPANY 


GRayBAR Bipa., 420 Lexincton Ave., New York City 


Box Boarp MiILLs—1200 TONS DAILY 
New Lonpon. Conn. Tonawanpna, N.Y. Piermont, N.Y. Havernirt, Mass. Cuicaco, Int. Quincy, IL. 
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selected by the purchaser. Any stand- 
ard make of scale may be used. It is 
only necessary to select one of suitable 
type and capacity. 

In many cases only three units are 
used. In installations where the in- 
dividual loads are heavy and are ord- 
inarily handled on hand or motor 
trucks, the scale, balancing unit and 
printing unit are only required. 


Off Weights Discarded 


For installations where only check- 


ing is required, the scale, balancing unit 
and platform units are used. Such 
combinations are particularly useful 
for checking the output of automatic 
packaging machines, etc. The pack- 
ages are passed over the scale as they 
come from the packaging machine. 
Those which come within the accuracy 
desired pass on, while those which are 
over or under the limit are automati- 
cally shunted out of the line. Thus 
a 100 per cent. check is obtained with- 
out labor. The machines may be set 
to a tolerance as low as three grains. 

Such a machine is designed for use 
in the rubber industry for receiving 
and shipping, running packages across 
the scale, printing weights and total- 





ing them, for weighing, sorting or 
checking weights of golf balls, tennis 
balls or other units at high speed and 
with close accuracy, for automatically 





Tandem unit weighing system. Note 
indicating scales 


proportioning or checking compounds, 
weighing and recording the run of 
stock from calenders, tubers, etc. for 
check weighing tires, etc. 
Applications in Various Industries 
In the baking industry the machine 
is used for receiving, shipping and 
weighing cans or caddies or other pack- 
ages, sticking net weight labels on 
them and making any desired record 
of weights. The packages are auto- 
matically fed across the platform. 
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Other applications for the machine 
will be found in the paper industry for 
weighing rolls of stock, making records 
and printing labels; in the candy indus- 
try for packaging, check weighing, re- 
ceiving, shipping; in the tobaco indus- 
try for receiving and shipping, check 
weighing cigars and cigarettes at high 
speeds without labor; in the automo- 
bile industry for receiving and ship- 
ping, also for sorting, balancing or 
check-weighing parts, such as piston 
heads, connecting rods,: and for bal- 
ancing wheels and many other opera- 
tions; in packing houses for receiving 
and shipping, weighing smoked meats, 
checking packages, checking and cor- 
recting lard prints, oleo prints, weigh- 
ing lard in tubs; in creameries for 
weighing milk as well as checking and 
correcting butter prints. 

The machines are also adaptable for 
many special purposes, such as packag- 
ing viscid substances similar to putty, 
glucose, or white lead, also for packag- 
ing unusual shapes similar to macaroni, 
nails or bolts. Special designs can be 
obtained for weighing gases or regu- 
lating flow or specific gravity of gasses 
or liquids. Such machines can be util- 
ized’ wherever scales are used. 








Increase in Exports of Paper 
Boxes 


XPORT shipments of paper boxes 

and cartons during the first six 
months of the current year amounted 
to 11,389,881 lbs. and had a value of 
$763,325 as compared with 9,506,260 
Ibs. valued at $677,350 in the corre- 
sponding period of 1926, according to 
the Department of Commerce. Ex- 
ports of box board from the U. S. in 
the first half of this year were 24,- 
553,226 lbs. valued at $757,300, 
against 24,967,606 lbs. of a value of 
$706,612 exported in the similar time 
last year, while exports of other paper 
board and straw board in the same 
period were 22,414,587 lbs. of a value 
of $1,261,985, compared with 18,- 
826,512 lbs. of a value of $980,682 in 
the same period a year ago. 

Imports of paper boxes to the United 
States in the first six months of 1927 
reached a total of 1,168,672 lbs. valued 
at $659,613, contrasted with 1,029,163 
Ibs. of a value of $483,111 imported 
during the same period last year. 








A Novelty Stationery Box 
STATIONERY box or cabinet 


which embodies several features 
has recently been brought out by the 
Paper Mills Co., Chicago, IIl., in con- 
nection with their line of “Rite Fine” 
Stationery. 






Sheets slide out on a shelf > 
Easy to remove one 





As shown in the accompanying il- 
lustration, the unique construction of 
the cabinet is one of the features. This 
provides a compact box containing 125 
sheets of paper and 100 envelopes so 
arranged that the sheets will pull out 
on the sliding shelf and includes a little 
drawer conveniently placed for hold- 


with a useful dra 


ing pens, pencils, erasers and so on. 
The combination will undoubtedly 
have an unusual appeal for students 
and will also be found convenient for 
The box is covered with 
an attractive two tone box paper and 
presents an artistic appearance. 


home use. 






eS 
wer 
A drawer for pencils, pens; 
¢Tasers, stamps, ete. / 





Sealing Fibre Boxes 

IRECTIONS for the _ proper 

sealing of fibre shipping cases are 
given in a folder recently issued by the 
Philadelphia Quartz Co., Philadelphia 
and will undoubtedly be of interest to 
those shipping packages in fibre con- 
tainers. 
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Protecting Packaged Sam- 
ples in Shipment 
(Continued from page 20) 


of from seven to thirteen cents. 

The packaging, packing, handling 
and shipping of such an item as Skrip 
is a very important problem on ac- 
count of its bulk and weight being 
rather large in comparison to its value. 
Also, there is the highly destructive 
effect of a smal] amount of such a fluid 
in case a bottle is broken and soils 
other merchandise or the labels and 
cartons of other bottles in the same 
package. 

The bulk of the company shipments 
are made by freight and express in ap- 
proved types of corrugated fiber board 
shipping cases. Shipments by parcel 
post consist largely of single bottles or 
odd shipments of two or three bottles 
to dealers who require immediate fill- 
in orders, or to individuals who are 
unable to purchase Skrip in their com- 
munity. This type of shipment re- 
quires more special handling because of 
the well known postal regulations gov- 
erning the packing of shipments of 
liquid. 

ra 
Waxed Paper an Essential in 
Packaging 


ERTAIN properties of 

paper are of value in connection 
with the packaging of foods and other 
products. A sheet of waxed paper, 
particularly that quality known as self- 
sealing is air proof, moisture proof and 
prevents a product that is supposed to 
be kept dry and crisp from absorbing 


waxed 


moisture. Likewise, a product thas is 
supposed to be moist is kept from dry- 
Another way of stating the 


properties of waxed paper is to say 


ing out! 


that through its use any food can be 
kept in the same condition as when 
packed. 

Another valuable property of waxed 
paper that is often overlooked is its in- 
Any food that is sub- 
jected to rapid temperature changes 
deteriorates quickly. An 
valuable not because it keeps food cold 
but because it prevents food from being 
subjected to rapid changes of tempera- 
ture. A sheet of waxed paper around 
any food product will protect it from 
changes of temperature. 


sulation value. 


ice box is 


Modern Packaging 


“Small Billboard”. Advertising 


Distinctive Designs Placed on Cartons Serve .as Constant 
Reminders of Contained Products 


By MARK CAMPBELL 
The Richardson Company 


ID you ever see a company of 

khaki clad soldiers in company 
front formation? There is nothing dis- 
tinctive about any one individual. They 
all look alike from a distance, yet un- 
derneath the outer dress there are no 
two alike. Some have outstanding qual- 
ities which when known, reclassifies 
them in your opinion. Yet if you were 
asked to pick the best man from a dis- 
tance, the task would be a difficult one 
even though you knew every man inti- 
mately. Reviewing the same group with 
the man you are trying to find, dressed 


in a pure white uniform among those in - 


khaki, changes the problem. 

Picture your carton as one of those 
soldiers lined up in company front in 
the grand review before the great 
“General” Public and you will be more 
interested in its dress when you send 
it on its journey. 

It is surprising how many concerns 
there are who spend huge sums telling 
the public about the good qualities of 
their product and that completely for- 
get its dress. These ‘Small Bill- 
boards” that go into the home as a 
constant reminder to the customer are 
very often considered as only a con- 
tainer for the product and not as an 
advertising medium of _ inestimable 
value. They are the only pieces of ad- 
vertising matter that are displayed in 
the kitchen, free of cost. A constant 
reminder not only during their use, 
but at the important time when re- 
placement is necessary, of those same 
good qualities that have prompted the 
customer to make the initial purchase. 

New developments in the printing 
art have made it possible in the last few 
vears to tell a sales story pictorially on 
the panels of a carton. The same 
color effects can be had that are now 
obtainable in the better class periodi- 
cals. Four color process printing such 
as is seen on the covers of some of our 
magazines, reproduction of the finest 
paintings, are procurable at extremely 


moderate costs. As a consequence ‘a 


new era has dawned in carton design. 

This ‘is the age of speed. New: 
means are being constantly devised to 
make it possible to accomplish more 
in a given space of time. People 
haven’t time to read lengthy columns 
of type. Tell your message pictorially 
and it is told at a glance. 

_Antiquated designs are like anti- 
quated “old maids,” respected but not 
sought after. There are too many of 
these on the retail today. 
There may be good will built up in 
them but it soon runs out; like replac- 
ing the old horse with a truck, the pro- 
cedure hurts our sense of loyalty but 
competition compels it. But after it is 
all over we find that the truck goes 
to the same customers and gets there 
quicker. The same holds true in pack- 
age design. If the change is handled 
skillfully there is no need to lose any 
of that extremely valuable good will. 

Your carton design should at least 
assist in the following accomplishments 


shelves 


for you: 

Identify the product with general 
advertising done. 

Secure preferred position on the 
shelf in the store. 

Maintain prominence in its posi- 
tion. 

Tell the uses at a glance. 

Create new uses. 

Stand out in its position in the 
home. 

Identify it with other company 
products. 

Make a thorough study by actual 
test remembering that your familiarity 
with the product makes you a poor 
judge. Get the reaction of others out- 
side of your own organization. You 
may not care to accomplish all that is 
outlined above for very good reasons, 
but in that list there are certain funda- 
mental things that every manufacturer 
is anxious to have his carton do for 
him. Go over them carefully. 

Dress that soldier of yours in the 
white uniform. 











Imported Papeteri es Beautiful 
Examples of Packaging 


Stationery Boxes from Foreign Countries Reflect Characteristic Culture and Standards of 
Taste — Designs Follow Definite Motifs and Themes 


HAT may be justly termed 
the romance of packaging is 
evidenced by some of the re- 

cent importations of boxed stationery 
from Europe and the Orient. Old- 
world writing papers have an infinite 
variety and charm which demand a cer- 
tain elegance of packaging in keeping 
with the daintily packeted contents. 
Beautifully lined envelopes invitingly 
displayed and papers of the finest tex- 
tures in alluring shades call for con- 
tainers that must vie with the contents 
in artistic display. 

National characteristics in any form 
are always interesting, and in the box- 


Fawn-colored de luxe binding tooled in gold 


By HARRISON ELLIOTT 
Japan Paper Company 


ing of stationery there is an art re- 
vealed by each nation significant of its 
culture and standards of taste. From 
the Orient there is a delicate Japanese 
creation, a wood-veneered box with a 
native figure decoration. The mak- 
ing of this wood-veneer is one of the 
skillful arts of the Japanese 
craftsmen. So filmy is the 
mounted on the thinnest of papers that 
it is readily mistaken for a printed re- 
production of the wood. This product 
when stored in bulk has a way of re- 
taining the original fragrance of the 
wood. This is particularly true and 
noticeable of the oak. 


most 
wood 


The various 


colors and grains afford a great va- 
riety of effects for box covering and a 
finish which would be costly and dif- 
ficult to produce in the more solid 
wood. 


Tastefulness in French Patterns 


There is a characteristic gayety to 
French box tops from the conventional 
pictorial type the old 
French print to the modern and fut- 
uristic motifs in multicolor designs. 
Their bird designs are striking and 
most effective, particularly that of a 
bird-of-paradise with plumage outlined 
in gold against a rich contrasting back- 


simulating 





Figure and border design in bold colors 
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Effectitve futuristic design in lavish colors 


ground on which is a full- 
orbed moon in luminous 





orange. A highly ornamental 
use is made of the peacock in 
a gold and color combination 
which affords an_ interesting 
and decorative pattern. 

Many of the French floral 
effects are bold and lavish in 
color and tasteful in arrange- 
ment. Vine and tree motifs 
show a grace of treatment and 
the harlequinade pictorial cov- 
ers lend a note of animation 
undeniably French in origin. 
Stately effects and an old- 
world atmospheree are im- 
parted with faithful reproduc- 
tions of original etchings of 
historical cathedrals. Perhaps 
the most beautiful form of 
packaging is a container which 
in appearance is a book with 
a fawn-colored de luxe bind- 
ing handsomely tooled in gold, 
an ornament of utility for the 
library. 

Austrian packaging is some- Jmitation of book binding in raised design. The bronze 


scroll is embossed on a lavender background, the entire box 


what bolder in design than the presenting a dignified and beautiful appearance 
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Floral poster design on scroll background 


French and more futuristic in 
form and color. There is a 
vivid color treatment in a 
tropical bird pictorial cover 
which is beautiful in its bril- 
liance. The many metallic ef- 
fects are veritable treasure 
troves and silvered paper cov- 
erings afford excellent back- 
grounds for color designs. 
Box top labels have been 
enlivened by the use of more 
significant themes. The Ital- 
ian architectural borders are 
suggestive of the Renaissance 
and distinctive in design. 
Swedish viking ship and Span- 
ish galleon motifs give a ro- 
mantic touch and a pictorial 
indication of the origin of the 
contents. This phase of the 
art of the label, so effectively 
employed, is worthy of study. 
The display value of this 
modern trend in packaging 
cannot be over estimated. Such 
impressive presentation is an 
important asset to the dealer 


_and a constant sales stimula- 


tion. 










































Packaging the Medicinal ‘Tablet 


Ideal Plant Conditions, Convenience in Arrangement of Equipment and Straight Line Pro- 


duction Make for Efficient Packaging of Feen-a-mint 


ON’T FORGET the blue 


66 ca 
box” is one of the slogans 
used by the Health Prod- 
ucts Corporation, Newark, N. J., 


manufacturers of Feen-a-mint in call- 
ing attention to this product—evidence, 
it must be admitted, that important 
recognition is given to the package used 
as a container for this chewing laxa- 
tive. A visit to the Newark plant and 
a study of the various operations proves 
that packaging methods as followed by 
the company constitute a large part of 
the preparation of the product for gen- 
eral consumption. 

In considering the selection of a 
package, the ‘company has taken into 
account the fact that it was desirable 
to procure not only a proper container 
for Feen-a-mint tablets but also to com- 
bine an attractive appearance with the 
impression that the contents are to be 
used for medicinal purposes. On each 
of the packages—sample, the 15 cent 
size containing 8 tablets and the 25 
cent size containing 16 tablets—the 
same color scheme and style of letter- 
ing are used. The main panel of each 


By D. E. A. CHARLTON 


package shows a dark blue background 
with light blue dots surrounding a 
white oval on which the lettering is 
placed. The “Feen-a-mint 
Laxative’, are in dark orange, the 


words, 
other letters being in 
the characteristic dark 
blue. It is interesting to 
that the 

scheme of colors 
lettering is consistently 
carried out on the pack- 
ages for export use, the 
wording of course con- 


note same 


and 


forming to the language 
of the country to which 
shipment is made. 
Entering the packag- 
ing floor one is imme- 
diately aware of the fact 
that the employees in this 
department are working 
undér conditions which are most fa- 
vorable to efficient production. <A 
complete air-conditioning system, which 
has a capacity of 200 tons per day, pro- 
vides for the correct regulation of tem- 
perature and humidity, thereby assur- 


ing excellent working conditions and 
preventing any deterioration of the in- 
gredients of the Feen-a-mint tablets. 
Likewise this conditioning apparatus 
prevents the rusting and general de- 





One of the Feen-a-mint packages 


terioration of the packaging machinery. 

On this floor there are nineteen com- 
plete packaging units. Two of these 
are employed in turning out the sample 
envelopes, six for the small size pack- 
ages and eleven for the larger sized 





General view of packaging floor showing conveyor, sealer and packaging machinery 





Sample packaging machine (left) and (right) pressure seahng unit 


packages. All of these units are fed 
from a main belt which receives the 
tablets from a trommel screen on the 
floor above. The feed to this belt is 
controlléd by a magnetic clutch which 
regulates the flow of the tablets, in- 
creasing thé flow as required. A wire, 
diagonally placed across the surface of 
the belt and opposite the feed to each 
unit, serves to divert a capacity flow 
This 


simple device has proven to be most 


of the tablets for each machine. 


satisfactory whether one or more units 
are in operation. A return belt serves 
to carry back the surplus supply of 
tablets to the main supply belt for re- 
distribution. 


Samples Packaged at 82 Per Minute 


The operation of the sample ma- 
chine is as follows: The tablets are 
wrapped in waxed paper, folded into a 
descriptive circular and inserted in the 
sample envelope. The envelope after 
the flap is glued is-carried along a belt 
which also serves as a pressure unit to 
secure the package. Each machine has 
a capacity of 82 envelopes a minute. 
The sample envelopes (30 in number) 
are placed by hand in a plain container 
and 24 of the latter are packed, also 
by hand, in a corrugated carton for 
shipment. 


The sample machines are also used 
for wrapping in waxed paper only, 
where shipments are to be made to 


foreign countries. Here the procedure 


differs from that used in the packaging 
of tablets for domestic consumption. 
The wax edges which lie flat in the 
sample envelopes are folded over to 
give more protection to the tablets and 
the packets are placed by hand in the 
standard packages which contain 8 and 
16 tablets. 


x 
Packaging Completely Automatic 
In the packaging of the 25-cent size 
the operation is as follows, this being 
completely automatic: “Two rows of 
eight tablets each are aligned, carried 
and placed in a clay coated board tray 


~ and 


Modern Packaging 


covered with a circular and inserted in 
the expanded tube, also made of clay 
coated board. In the latter operations, 
the circulars and the trays are folded 
the tube is opened. Waxed 
paper, fed from a continuous roll is 
wrapped about the completed box, be- 
ing heat sealed on three sides. Each ma- 
chine turns out 45 packages per minute. 
The waxed paper used is of super cal- 
endered stock made especially for the 
purpose. The packages are then placed 
(12) by hand in lithographed display 
containers, covered with a protective 
sleeve, sealed with gummed tape and 
packed in corrugated boxes. 

In packaging the 15 cent size a re- 
verse tuck carton is used, these being 
supplied flat to the machine. Eight 
tablets together with a circular are 
inserted in the expanded carton and the 
box is then wrapped as previously de- 
The capacity of these ma- 
Twenty-four 


scribed. 
chines is 64 per minute. 
packages are placed in each display con- 
tainer and the same procedure followed 
as in the case of the larger size. 

The packed corrugated boxes are 
placed on a belt conveyor and carried 
to an automatic sealer and pressure 
unit which seals tops and bottoms. 
They are then sent by chute to the 
shipping department. 

Mention should be made of the fact 
that the company maintains at the far 
end of the packaging department the 
necessary shop equipment to take care 


One of the units for packaging the 25-cent size 
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of any repairs that may be needed. 
The Feen-a-mint plant offers a 
splendid example of straight line pro- 
duction methods in its packaging de- 
combined — with 
working conditions. 


partment excellent 


EQUIPMENT AND SUPPLIES 


Packaging machines—F. B. Redington Co. 

Conveyor—Health Products Corp’n design. 

Air conditioning equipment Carrier En- 
gineering Corp. 

Sealing machine—Standard Sealing. Equip- 
ment Corp. 

= tape machines—Better Packages, 
nc. 

Cartons—Robert Gair Co., Nevins Church 
Press. ° 

Envelopes—P. L. Andrews Corp. 

Waxed paper—Bennington Waxed Paper 


OD, ¢ 
Corrugated boxes—Interstate Corrugated 
Box Co. 


Package Shipments by Air 
Express 

HIRTY-TWO and one-half hour 

service by air express between 
New York and San Francisco was in- 
augurated on Sept. | by the American 
Railway Express Co. This represents 
a reduction of less than one-half the 
time formerly required for shipments 
between these points. 

The initial the 
Pennsylvania station at New York and 
an airport within the confines of San 
Francisco and regular service will be 
maintained between these two cities, 
Cleveland, Chicago, Davenport, lowa, 
Des Moines, Omaha, Salt Lake, and 


There will also be con- 


service is between 


Sacramento. 
nected a service between Davenport, 
St. Joseph, Kansas City, Wichita, 
Oklahoma, Fort Worth and Dallas. 
A special form of receipt has been 
arranged for air shipments and value 
of property and nature must be stated 
on receipt. No shipments in excess of 
$5,000 in value will be accepted. No 
packages weighing than two 
hundred pounds will be carried and 
packages of extreme bulk are_ taboo. 


more 


Packages whose combined length and 
girth exceed 106 in. will be accepted 
Pack- 


ages in excess of 60 in. in length or 19 


only under certain conditions. 


in. in width require special arrange- 
ments in advance. Packages over 40 
in. in length must not be more than 
4 in. in depth. 

There are also special requirements 
in the shipment of perishables and. the 


same requirements as now exist in’ 


C. O. D. and local deliveries will pre- 

vail as exist in ordinary shipments. 
As an example of rates the cost of 

shipment from New York to San Fran- 


- cisco is 65 cents per quarter pound with 


a minimum charge per package of 
$2.60. . The rate from New York to 
Chicago is 25 cents per quarter pound 
with a minimum charge of one dollar. 


An “Introductory Combina- 
tion” Package 


HE “‘Ever-Ready Challenge Out- 
fit” recently introduced by the 
American Safety Razor Corporation 
embodies a number of ideas that are 
interesting from the standpoint of a 
“combination” package. As shown in 
the accompanying illustration, the out- 
fit includes an “Ever-Ready” razor and 
two packages of blades—one contain- 
ing two “test” blades, the other being 
the standard wax wrapped package 
containing ten blades. 
The main container consists of the 
ordinary type of tray and tube, the 


former containing partition inserts that 
permit a convenient placing of the 
three articles included in the outfit. 
A plain slotted box furnishes a fairly 
rigid support for the razor while two 
folded, clayboard 


bracings for the razor packages. 


cushions serve as 
The 
assembled set up results in a neat, com- 
pact and—to a certain degree—service- 
able package. An instruction folder is 
included, with indicatory 
markings slotted box and 


together 
on the 
cushions. 

The merchandising features of such 
a package cannot be overlooked. Not 
only does the design of the package per- 
mit an advantageous display of the en- 
tire contents, but also provides a num- 
ber of cleverly exposed surfaces on 
which the “sales story” can be told. 
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The Functions of Packages 


OME. sound logic for food packers 
is included in a booklet, “Increas- 
ing Sales”, by H. J. Higdon, recently 
issued by the Phoenix-Hermetic Co. 
This covers a resumé of the conflict: 
that goes on at the retail counter, and 
shows the value of good “make-up” 
and bright label in landing products a 
place in the shoppers basket. The fol- 
lowing study of the buyers’ reactions 
should help increase any packer’s sales: 
“Many times I have watched a con-: 
sumer helplessly try to decide between 
several packages of similar products. 
With uncanny frequency I have seen 
the package with the bright red label 
or decorated cap selected. And for no 
other reason than appearance. Primi-: 
tive impulses you will say. But never- 
theless these self-same impulses are at 
the bottom of many sales. 

“At the retail counter, when prod- 
ucts are being examined at close range 
and a decision is in the making, your 
product needs all of the support it can 
get. Perhaps the clerk will say a good 
word, but it is just as likely that he 
So, regardless of theory as to 
what he may or may not say, your 


won't. 


product needs to speak for itself. 
“Understand, I do not think that a 
dependable, attractive and convenient 
There 
is 10 set formula for increasing sales 
Mysterious figures 
and zig-zag charts that undertake to 
establish this or that theory are seldom 


package will perform magic. 


of any commodity. 


as practical as they are interesting—or 
amusing. 

“But it is a known and accepted fact 
in advertising and merchandising circles 
that an improved package has fre- 
quently awakened a new interest in an 
old product and that it has helped es- 
On the other 


hand a cheap appearing package creates 


tablish a new product. 


a feeling of distrust and an inconven- 
ient package tends to discourage future 
purchases, 

“(1) Make a good product. (2) 
Seal it in dependable, attractive and 
(3) Back it up 
with a carefully fabricated merchandis- 
ing plan. Expect no miracles. But 
look forward to a constantly improving 
attitude of mind on the part of the 
consumer. It is in this way that sales 
are increased permanently.” 


convenient packages. 





EDITORIAL 


Signs of the Times 


Daylight saving, or what have you? 
Any subway, elevated, surface car, bus or com- 


Time: 
Place: 
muters’ train. 


OES IT OCCUR TO YOU as you read that you 

can soak clothes whiter, clean your shoes quicker, 
remove freckles, keep your mouth sweet and clean, pre- 
vent holes in your hosiery, get along without a mustard 
plaster, completely disinfect your home, preserve the fruit 
crop, be the first to touch the kerchief you intend using, 
save the shocks that wear you out, kill mosquitoes and 
flies, eat homelike bread, obtain a nicer cheese, secure 
Parisian luxury without extravagance, shave without brush 
and lather and so forth to the end of your journey, that 
each one of these nationally advertised products, dis- 
played in poster form for your delectation and desidera- 
tion, is sold to you in a package? 


Packages and Sales 
THE LAST ISSUE it was pointed out that pack- 


aging is an integral part of a production process, and 
while in most cases the function of the equipment used 
in packaging operations differs from that utilized in the 
manufacture of the merchandise, it is essential, if eco- 
nomical results are to be obtained, that a complete syn- 
chronization of the two exists. 

Assuming that competition in most cases will place a 
limit on the price of the merchandise, profits from sales 
can result only when there is a margin between the cost 
of production and the sale price. This margin is de- 
pendent on the economies that can be effected in pro- 
duction cost or in sales cost or a combination of both. 
In this respect packaging can be made a double edged 
sword, cutting both the production cost and the sales 
cost. 

Automatic packaging machinery, judiciously selected, 
is capable of obtaining many economies in production. 
Machinery which requires low maintenance and replace- 
ment expense, assures ample capacity and uninterrupted. 
operation and takes up small floor space is most desir- 
able. In the selection of the machinery, as well as of the 
type of package to be used, the merchandise manufacturer 
must recognize certain fundamental conditions; i.e., those 
which are directly concerned with his product. Fine or 
powdered material must not sift; flake goods or those of 
unusual form or textures must be so handled as not to 
break up; materials which have a tendency to give up or 
to absorb moisture or odor must be protected and re- 
tained in their original form, and other precautions must 
be taken. 

The consanguinity of advertising and sales is generally 


recognized. Furthermore, there can be little argument 
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COMMENT 


as to the advertising value of a package. Therefore, 
economies which may be effected in the design of the 
package itself can be regarded as a direct saving in sales 
cost. Attractive appearance in a package will be gov- 
erned by shape and proportion, arrangement of color, de- 
sign and printing and the neatness of the manner in which 
the package is sealed. In this connection, however, it 
is well to bear in mind that the best is cheapest in the 
long run. The economies made should be those of judg- 
ment rather than in the selection of cheap materials and 
inconsequential designs. 


A Universal Language for Packages 


66 PICTURE is worth ten thousand words’, runs 

an old Chinese proverb—and how frequently is 
this true of the illustrations to be found on packages! 
An appeal to the desires, a suggestion of utility, an assur- 
ance of quality—all these impressions and more can be 
conveyed by means of illustrations and create an urge 
that usually results in the purchase of the packaged mer- 
chandise so decorated. It is not necessary to confine 
oneself to pictures; in many instances excellent use has 
been made of characteristic designs which: “get over” the 
desired impression. Naturally color, good taste and ap- 
propriateness in the illustrations used will aid in attract- 
ing attention to a package. Remembering that illustra- 
tions speak a universal language, the subject is worthy of 
thoughtful study from those who contemplate the de- 
sign or redesign of a label, wrapper or cover for a package. 


Measuring Quality in Packages 
ANUFACTURERS are realizing more and more 


that it is no longer sufficient only to produce com- 
modities of quality. True, in the halcyon days, the ef- 
ficiently designed and much mooted mouse trap sold en- 
tirely on its merit, principally because our forefathers had 
ample leisure to walk great distances and there was not in 
those times the competition among mouse trap makers or 


_producers of any other merchandise that we have now. 


Successful merchandising of any product today, however, 
demands promotional effort—advertising and sales—be the 
product ever so remarkable. 

We recently read that “Soda Crackers Once Lived in a 
Barrel”. Undoubtedly they were good soda crackers, prob- 
ably among the best produced at the time, and people 
bought them. ‘There were other commodities, too, that 
were similarly set out, or else ‘rested tranquilly in the cob- - 
webbed recesses of the country store, and from them a 
certain “turn over” could be expected. But gradually the 
urge for cleanliness and convenience, coupled with the fact 
that more and bigger concerns were preparing merchandise 
for general consumption, forced a change in methods of 
distribution—and the package arrived. Customers found 
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a new delight in the quality of the goods contained in a 
package. 

Today we consider not only quality but “packaged” 
quality. The package has, in effect, become an important 
part of the mouse trap, the soda cracker or any other 
merchandise which is placed before the consuming public. 
It is a definite, tangible factor in merchandising. 

Assuming that quality in a product is to be maintained 
or improved there can be little argument of the fact that 
similar measures must be consistently applied to the package 
containing that product if the merchandise is to meet pres- 
ent day competition and the requirements of good market- 
ing. The starting point, so far as the package is con- 
cerned, is to get a design that measures up in quality with 
the product itself. From then on, business judgment will 
dictate the improvements that should be made. Far 
sighted manufacturers will not overlook the opportunities 
for bettering the design or construction of their packages. 


A Lost Opportunity 


ECENTLY our attention was called to a distribu- 

tion campaign promulgated by a manufacturer of 
toilet preparations. A number of products, each in its 
original full size package, were offered at a greatly re- 
duced price for the set. An effective advertising plan 
was followed, this consisting of the distribution, through 
various local stores, of certificates entitling the holder to 
one of the sets upon payment of the reduced price. 

These products are advertised nationally, packaged in- 
dividually in containers which are generally accepted as 
standard for goods of that character and are branded 
with the company’s trade mark. 

Up to this point we have, let us say, an ideal setting 
for successful sales. The expense involved in promot- 
ing such a campaign—the cost incidental to all of the 
many details—was, we venture to say, considerable al- 
though no doubt the effort will be fully justified by the 
results obtained. 

In our opinion, however, the manufacture has over- 
looked an opportunity. The severa! articles, each in its 
container, are packed in a plain chip-board partition box, 
sealed with gummed tape and without any designating 
mark whatsoever! 

Undoubtedly, the reduced price, a previous knowledge 
of the products, the advertising appeal and other mo- 
tives contribute to sales in this case, but why stop there? 
With slight additional expense—negligible from the 
standpoint of the money already spent and the potential 
increase of sales—an attractive display ‘package could 
have been used, thereby creating more favorable atten- 
tion to this group of products. 


A Ratio for Package Costs 
66D VERY MANUFACTURER,” writes a contem- 


porary, “whether his product be bars, package or 
bulk goods, should establish a fixed relationship between 
the expense of packaging and the price of the finished 
product—a limiting figure, expressed either in cents per 
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package or percentage of the selling price, to serve as a 
sort of danger signal when the margin of profit-safety 
has been exceeded. Barring an occasional special or fea- 
ture number, this percentage or limit price is applied uni- 
formly to the entire line. The package may cost less, 
but may never exceed it.” 

According to this writer, a reasonable package expense 
for the manufacturer in the wholesale line (confectionery) 
is placed at 10 per cent of the retail selling price, and 
this includes not only the box but its wrappings and 
accessories. 

Obviously, to even attempt to set a ratio which could 
be expected to apply to all groups of merchandise in which 
packages are used is impossible. The variation among 
the different groups would ‘probably show, provided com- 
plete figures are available, that the diversity is fully com- 
parable to the varying ratios found between advertising 
and sales costs and selling prices for several commodities. 
Considerations of quantity, quality, manufacturing costs, 
sales resistance and numerous other factors must be taken 
into account. 

Packaging costs are inseparably linked with production 
costs although differing to the extent that part, at least, 
of the former can rightfully be charged to promotional 
expense—advertising, sales or both. 

The selection of a ratio between packaging costs and 
the price of the completed product for any commodity, 
would seem to involve a nicety of judgment—and book- 
keeping. Mopern PACKAGING invites contributions from 
readers on the subject. 


Keeping Pace with Business 
a geen: for a moment the things which a di- 


recting executive of a business must know. To 

be at all successful he must know human nature, 
men. He must know economics. He must be enough of a 
prophet to forecast correctly the trend of the coming year’s 
conditions. He must be familiar with production and with 
costs. He must be able to gauge the vagaries of public de- 
mand. He must oversee the merchandising of his com- 
pany’s products and be able to pass with a large degree of 
sound judgment on his company’s advertising. 

“He must be thoroughly conversant with his competitors, 
their products, their practices, their strength. He must have 
a general idea of the things that are happening in other 
lines of business which might sooner or later affect his 
own prosperity. Where the business man of years ago 
became a success through his ability to make a product 
cheaper or better than anyone’s else, today’s entrepreneur 
does these things and must, in addition, keep pace with the 
tremendous changes occurring almost daily in production 
methods and public taste.” 

The above paragraphs, so well expressed by the Better 
Boxer, a house organ published monthly by the Corrugated 
Paper Mills, Natick, Mass., state opinions with which most 
To keep pace is one of the 
Executives following 


of our readers will agree. 
underlying principles of business. 
packaging practices are not only keeping pace with modern 
business but in many instances are a step ahead. 
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Packaging an Important Factor 
in Marketing Malted Milk 


Use of Characteristic Container Secures Window and 
Counter Display Recognition. Friction Top 
Package Adds to Convenience 


By L. A. THOMPSON 


WO YEARS AGO the Thomp- 
son’s Malted Food Co., Wau- 
kesha, Wis., decided that educa- 
tional job was necessary ‘in the malted 
Malted milk was orig- 


an 


milk industry. 
inally regarded as a food for infants 
But that field was a 


and invalids. 


CHOCOLATE FLAVOR 


Double Malted 
MALTED MILK, 


REGUS. paT.OFF 


too little restricted. The discoverer of 
‘malted milk, Dr. Justus Von Liebic, 
intended 
it as a modifier of milk for infant feed- 


the famous Austrian chemist, 


But since then many other milk 
And 


there is only one invalid for 99 normal 


ing. 
modifiers have been discovered. 
people. Something had to be done to 
malted 
the 


broaden out the market for 
milk. 


idea of malted milk as a food and as a 
refreshing drink at home and at the 


It was necessary to “sell” 


soda-fountain—not as a medicine in 
case of sickness, but as a normal, every 


day 


People have grown accustomed. to 


food. 


ordering chocolate malted milk at soda- 


fountains. But apparently advertising 
or sales effort did not effect the growth 
of this branch of the business so that 
it was necessary to give them a tastes 
of the new “Double Malted” malted 
milk in order to get them to ask for 
it at the soda-fountain. It was de- 
cided to do this by marketing a choco- 
late malted milk which could be pre- 
pared at home. Consequently, the em- 
phasis of the advertising and merchand- 
ising was placed on the one pound 
package of chocolate malted milk to be 
This developed not 
only the package business but also in- 


mixed at home. 


creased the soda-fountain demand. For 
when customers tasted the 
“Double Malted” malted milk at home 
they naturally asked for it at the soda- 


new 


fountain. 


Package Suitable for Grocery and 
Drug Store Trade 


The new package had to be one 
which suggested a food, and not a med- 


Modern Packaging 


icine. It had to be adapted not only 
to drug stores but to grocery stores. 
After considerable research the de- 
sign for the new chocolate malted milk 
package was selected. First of all the 
container was lithographed in attrac- 
tive, and attention compelling colors. 
It was entirely different from the other 
malted milk packages which resemble 
proprietaries. The background and 
color of the can is brown, suggesting 
the chocolate flavor. The tin package 
rather than the customary glass pack- 
age is used. This not only makes 
greater display possible, but provides 
for easier handling by retail grocers 
who are not in the habit of dealing 
with fragile articles. A friction top 
can is used for domestic trade. This 
makes it possible for the consumer to 
withdraw and use any part of the con- 
tents and still preserve the remainder 
against moisture for a reasonable per- 
iod of time. The friction top package 
does not protect the malted milk for as 
long a period as the hermetically sealed 
packages which had previously been 
used. However, due to the fact that 
the turn-over on this new package is 
than that 
malted milk packages, such precaution 


more rapid of ordinary 


is not necessary. No dealer or con- 
sumer has ever reported spoilage on the 
new friction top package and the added 


Packages used to advantage in a window display 
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convenience to the consumer was con- 
sidered very important. 

The new package has assisted in se- 
curing counter and window displays. 
Dealers like colorful and attractive 
merchandise displays. “Iwo years agc 
a check-up of drug stores throughout 
the United States showed that they 
were not eager to display the drab 
malted milk packages. Since this new 
package has been put on the market 
25,000 window displays have been se- 
cured during the past year. 


The Wait for Package Sales 


T is quite easy to be mistaken about 
the progress of.a package business, 
writes S. H. Giellerup in the Sept. 21, 
1927, issue of Advertising and Selling. 
When one examines the underlying 
conditions, says Mr. Giellerup, it will 
be seen that usually the current year’s 
advertising has little to do with cur- 
rent year’s sales. 

“Twenty-five years ago two makers 

of dentifrice each inserted an adver- 
tisement. Today some of those who 
read the advertisements ‘are still : buy- 
ing the dentifrices. There, in that in- 
stance, was a spread of a quarter cen- 
tury between cause and effect, between 
advertising and sales. 
’ “That is the spectacular side of the 
situation. . There are other aspects not 
so romantic but quite as important, 
circumstances which also widen the 
gap. There are four.of these of ma- 
jor consequence. First is the loss of 
time while publications are in process 
of being read. Second is the time lost 
by the trade in getting itself accus- 
tomed to changes in the rate of sale. 
Third is the jdelay caused by dividing 
the year’s advertising into monthly in- 
stallments, and fourth is the long pe- 
riod while the customers created live 
out their preference for your brand. 

“You know, for instance, that maga- 
zines are not bought the day they ap- 
pear on the newsstand. Some remain 
there for a month. And your adver- 
tisement can’t be seen until the maga- 
zine is bought. Even after it is bought, 
the ad may not be seen for some time. 
Few people read a magazine from 
cover to cover in one evening. 
Months may pass before the eves of 
many readers fall on the page where 
your message is printed.” 
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Hygienic and Visible Types of 
Packages Aid Sales 


Sanitary Transparent Wrappers Permit Advantageous 
Display of Appetizing Products 


66 OMEN want to see what 

they are buying!’ Such a 
statement is particularly true as regards 
food products, and dealers readily ap- 





Wrappers . that 
create  impres- 
sions of cleanli- 
ness and flavor 































preciate the value in the psychological 
effect of goods attractively and ap- 
petizingly displayed. Wrappers or 
packages which reveal to prospective 
customers a complete or partial view 
of the product, and at the same time 
provide all of the necessary >rotection 
from contamination are a decided sales 
asset in merchandising. 

Packers of meats and other products 
which can be displayed to advantage 
on the counter have made extensive use 
of cellophane, a wood pulp product 
which lends itself admirably to this 
odor, air and 


purpose. ‘Tasteless, 





grease proof, impervious to contamina- 
tion from flies, insects, hands, dust, 
germs and bacteria of all kinds, the 
wrapping permits open display without 















the usual risks in foods not so pro- 
tected. Furthermore it allows the pur- 
chaser to see just what he is getting. 
There is also the convenience to the 
dealer in the package itself. The prod- 
uct is always ready, correctly weighed 
for the customer. 

The accompanying illustration shows 
an effective display carton used as a 
container for the wrapped packages of 
bacon. The color scheme for the labels 
placed .on the individual packets ‘is 
identical with that used on the carton, 








Saving $6000 a Year With | 
Labeling Machines 


Automatic Operations Cut Cost Per 1000 Cans from $4.56 to $1.23, Eliminate Overtime 
Work and Produce Neater and Tighter Labels 


are 


saving $5,834.16 a year and la- 

beling cans with ears at a cost 
of only $1.23 per 1,000, as compared 
with $4.56 per 1,000 by hand method. 
They have eliminated overtime work 
and obtained a neater and tighter la- 
Repairs and maintenance have 


| ABELING MACHINES 


bel. 
cost practically nothing. At 
Brooklyn, N. Y., plant we manufac- 
ture 1,143 catalogued varieties and 
shades of “Devoe” paint, in addition 
to many special shades. The labeling 
of our cans and pails is quite compli- 
cated because of the large variety of 
sizes and the great number of differ- 
ent labels used. Practically all the 
labeling work is done with four label- 
ing machines, all of which were ob- 
tained from the Burt Machine Co. 
All of the one-half and one gallon 
sizes, which form a large percentage 
of our output are made with ears. 
The labeling machines apply full 


our 


By E. 8. BLACKLEDGE 
Devoe & Raynolds Co. 


length iabels which are perforated to 
fit the ears on these containers. One 
machine has handled 1,000 one gallon 
cans with ears in an hour with one 
feeder and one taker-off. Sometimes 
a machine is operated by only one per- 





Comparison with costs of 
hand methods used in label- 
ing at the Devoe & Raynolds 
plant showed a high saving 
in the use of automatic ma- 
chinery, as proved by this 
survey in which the author 
collaborated with the A. C. 
Nielson Company. 











son. Because of the variety of con- 
tainers the production of any one size 
is not such as to permit continuous 
operation of the labeling machine. 
The machines are readily portable and 
when a batch of cans is ready to be 


‘labeled, the machine is moved to the 


pile and the cans run through. As 
they come off the labeler, they are put 
in cases or on a truck and taken to 
the store room. 

To date repairs and maintenance 
have amounted to practically nothing 
except for replacement of the paste 
and conveyor belts on two machines. 
We are allowing $15 a year to cover 
repairs, maintenance and belting on 
each machine. Including average in- 
terest at 6%, the fixed expense 
amounts to $110.41 per year. Since 
the machine on the third floor labels 
about 600,000 cans per year, the fixed 
expense per 1,000 cans is only $.18. 
Adding power, paste, cement, and the 
average labor cost, we have a total 
cost of $1.23 per 100 cans. This is 
our labeling cost under average condi- 
tions where we are continually chang- 
ing from one batch to another and 
labeling only intermittently. How- 


Ove of the automattic labeling machines at the Devoe & Raynolds Brooklyn, N. Y., plant 
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ever, when we produce enough paint 
of one kind, put up in one size of can, 
to run off 20,000 cans at a time, the 
labeling cost drops far below the figure 
given. Of course the labor cost varies 
with the size of can, being consider- 
ably less for the small cans than for 
the % and 1 gal. sizes. 


Saving on One Machine Returns 
206 Per Cent on Investment 
Judging from our experience with 
the hand method of labeling before we 
had machines, the cost of labeling by 


mY = 
DOUBLE DAYLITE 
7 ,w 





Total cost per 1000 cans, hand 


ee 


- 
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CONG 6. cxcvedwarssexccecdneheens 1.23 
Saving per 1000 cans............ 3.33 
Saving per year—l machine— 

SPOS ©, icisecccseevengecs 1,998.00 
Net annual return on investment— 

$1,998.00 -— $967.00........... 206% 
Saving per year—4 machines— 

GEG MAO oss cove cee nnwse ae $5,834.16 





(a) Allowing for interest earned on de- 
preciation reserve. 


Another big advantage in addition 
to the money saved is that the rapid 
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DEVOE & RAYNOLDS CO,, Inc. 
NEW YORK ‘CHICAGO 


One of the Devoe & Raynolds Labels 


This reproduction of a standard gallon can label fails to give any 
idea of the striking color scheme followed but shows relative 


proportions. 


Overall size of this label is 6% in. x 213% in. and 


allowance is made for overlap. The standard Devoe & Raynolds 
trade mark in black letters and figure appears on a yellow circle 


on either side of the main panel. l 
in blue and appears white in the reproduction. 


The main panel background ts 
The black circles 


are actually yellow in the original 


hand at the present level of wages 
would be $4.50 for labor and $.06 for 
paste, or a total of $4.56 per 1,000 
cans. Since the machines do the work 
at an average cost of $1.23 per 1,000, 
they are saving $3.33 per 1,000 cans. 
The saving per year on one machine 
amounts to $1,998.00, which is a 
206% return on the investment. The 
total annual saving on the four ma- 
chines is $5,834.16. This pays for 
the machines in less than 6 months. 


COST OF OPERATION OF LABEL- 
ING MACHINE ON GALLON AND 
HALF GALLON CANS WITH EARS 
Depreciation: $967.00 ~ 15 years 
Gostimased. WO) osc6e.c me cénees $ 64.47 
(a) Average interest 
16 x $967.00 x .06 


15 2 





Repairs, maintenance and belting. 15.00 
Fixed expense per year.......... $ 110.41 
Fixed expense per 1000 cans e". 
$110.41 = 600.2... . cece cece. 18 
TET LE iss o Dcles iaw ccd hee ae 03 
Paste and cement..............6% 02 
NESS 560 5 Piers ors. as Reeie bee cule t's 1.00 
Total cost per 1000 cans......... S.., iz 
COMPARISON WITH .HAND 
METHODS 


Hand Method 

Labor cost per 1000 cans— 
$17.50 — 5500 cans....... 

Paste, per 1000 cans........ 


$4.50 
.06 





production of the machines enables 
peak loads to be taken care of without 


overtime. Formerly a great deal of 
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ing and labeling of the cans has been 
very troublesome. The two opera- 
tions have often been the cause of de- 
lays on rush orders. At present, with 
machines handling the filling opera- 
tions and the Burt machines doing the 
labeling, we can easily take care of 
rush orders and rapidly prepare large 
stocks for the warehouses. The label- 
ing machines not only decrease the 
labeling cost, but they also produce a 
neater, tighter and straighter label. 
Gummed edges and crooked and loose 
have been eliminated. Ob- 


labels 


viously this is a big advantage in the 
marketing of our product and has been 
worth the effort necessary. 





An Effective *‘Combination” 
Package 

TTENTION was called in the 

last issue of MoperRN PackKac- 
ING to the increasing use of “packages 
within a package” and a growing tend- 
ency to group several articles, each in 
its own package, in one container for 
display and retail sales. Another modi- 
fication of this idea is to be found in 
the accompanying illustration which 
shows a combination package recently 
placed on the market by the Mennen 
Co. In this instance three products 
are included in the combination, the 





Combination packaye for three articles 


overtime was required for the labelers 
on busy days. 


Neater, Tighter and Straighter 
Labels Obtained With Machines 
In the paint business, the operations 

of filling and labeling constitute the 

neck of the bottle. The paints can 
be manufactured readily in any quan- 
tities required but in the past the fill- 





container being formed of two units 
which have been glued together, mak- 
ing a single package with three open- 
ings. Distinctive marking and color- 
ing indicates the complete contents to 
the purchaser or observer. An inex- 
pensive method of packaging but an 
effective one from a_ merchandising 


standpoint! 
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A “Keyed” Candy Package 

OW to Solve the Great Candy 

Mystery” is made simple in 
Maillard’s “Popu'ar Package Choco- 
lates.” The di the sweet tooth 
in discovering i or he, has un- 
a coffee filbert 


when a maple pecan was desired, or 


consciously bitten in! 


that the orange cream should have been 
a mint marshmallow need no longer be 


Atlantic 
Dennison 


American Lithographic Co., 
Lithograph & Printing Co., 
Manufacturing Co., Einson-Freeman 
Co., Inc., Ketterlinus Lithographic 
Mfg. Co., Niagara Lithograph Co. 
and Schmidt Lithograph Co. 

The conference sessions included the 
presentation of several papers relating 
to the design, application, production 
and distribution of display advertising 
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These diagrams have been prepar 


favorite chocolates. Keep the ap shp wo the last candy is eaten. Whether you 
prefer hard, soft or chewy centers, here is the key that solves the mystery of their 


disguise. 


The far corners of the world are ransacked to find the highest quality of each 


Reo 


to enable wt gee at a glance to recognize your 





particular ingredient used in these famous candies. 


tolerated. Upon opening the decora- 
tive package, the purchaser or the re- 
cipient finds a carefully prepared dia- 
gram which enables one at a glance to 
recognize their favorite chocolates. A 
distinctive design each 
flavor, and if one prefers hard, soft or 
are—select 


characterizes 


chewy centers, there you 
the ones which correspond with those 
shown on the diagram. 

This is but another example of the 
eftort on the part of manufacturers to 
build convenience in the package and 
thereby of the 


merchandise offered. 


increase the saleability 


Window Display Advertising 
Association Exhibits 


i conjunction with a three-day con- 
ference on store advertising prob- 


lems, the Window Display Advertis- 
ing Association held an exhibition of 
store display advertising material and 
service at the Hotel Pennsylvania, 
New York City, October 4, 5 and 6. 
The list of exhibitors covered a wide 
range of subjects, many of which were 
of interest to those who make use of 
packages for display purposes. Among 
the outstanding exhibits were those 
presented by the following companies: 


material together with discussions of 
the various problems relating to such 
work. Paul B. West of the National 
Carbon Co. acted as convention chair- 
man. Lee H. Bristol, Bristol-Myers 
Co. is president of the association. 


Containers for Soft Soap * 


O find the right container for soft 

soap is very difficult. Various at- 
tempts have been made, after disposing 
of it in barrels to retail merchants, de- 
livering it directly to the firms in quan- 
tities from 25-50 kilos, to repack it in 
marmalade tubs of + and 5 kilograms, 
and have failed to provide the right 
method. The attempt was made to 
put white soda soap into little sacks. 
This method has not been extensively 
employed because animal fats are used 
for soft soaps. 

In Germany soft soap is made not 
only of tallow, but also of vegetable 
oils such as linseed oil and corn oil, 
since the raw material used is for the 
most part imported. Among other 
things a method has been worked out 
according to which this half-liquid soft 
soap could be pressed into parchment 
paper cartons and offered to the trade 


-* Abstract from Seite, vol. 4a, No. 3. 


Modern Packaging 


in the torm of % kilogram packages. 
So far as can be learned about this me- 
thod it has not yet proved practicable. 
On the other hand there is a new meth- 
od of packing which has proved quite 
satisfactory for liquid soft soaps. This 
is a patent according to which contain- 
ers of all possible shapes are made of 
seamless pressed pasteboard, so that they 
do not need to be otherwise fastened. 
In addition it is possible to impregnate 
these pressed pasteboard receptacles ‘so 
that they become the 
soap. The ordinary form is a paste- 
board cylinder with a lid prepared in 
which holds from % to 


impervious to 


the same way, 
1 kilogram. 


Package Logic 
ICHARD F. BACH, writing in 
the Manufacturing Confectioner 

under the above heading, emphasizes a 
number of points that will be of in- 
terest to all users of packages. Among 
these are the following: 

“A package may not overpraise its 
contents, nor yet underrate them, 
which is worse; it cannot improve its 
contents but it can greatly reduce their 
merit; it can make a product move 
rapidly, but it can also and as readi!\ 
make it spoil on the shelves. 

“Give a good product a poor con- 
tainer and sooner or later it will be 
judged by the company it keeps. 

“The good looking package is the 
best argument for the contents it car- 
ries, for in every line it is design, first 
and last, that sells the goods.” 


Gelatine Sheets for Packages 

HE use of good quality of gelatine 

sheets for wrapping or for win- 
dows in folding and paper boxes has 
many advantages, because they will 
show the goods to the consumer in their 
natural form and color (exactly as in 
showing goods through glass) at very 
low costs and such containers doubt-. 
less will increase sales. Gelatine sheets 
are breakable than glass and 
lighter in weight, less inflammable 
than paper, have no unpleasant odor, 
keep dust, insects, fingermarks, etc. off 
the goods. Furthermore, these sheets 
are not unhealthy or dangerous if pieces 
of such wrappings or windows should 


less 


be consumed with food. 
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Different Cigarette Packages 


Cover Designs Which Attract Offer. Possibilities for Merchandising Special Brands 


l* spite of predictions formerly made 
as to the detrimental effects caused 
by cigarette smoking, the fact remains 
that 90,000,000,000 cigarettes are pur- 
chased annually in the United States, 
and this figure can be expected to in- 
crease, 

National advertising of outstanding 
brands of cigarettes stresses blend, 
quality, price, the effect on one’s throat 
—or the lack of effect—and other 
characteristics which appeal to the 


in Individual Containers 


pearance. True, they are well pack- 
aged from a _ utilitarian standpoint. 
Frotection of contents by interior or 
exterior wrappings and sealing is care- 
fully and adequately taken care of but 
there is little that is actually appeal- 
ing from the artistic point of view. 

Unquestionably production cost is a 
consideration in the practice of ciga- 
rette packaging. Furthermore, the 
successful establishment of a_ well 
known brand in its original package 





minds of the public. As remarked re- 
cently by Kenneth M. Goode, in d4d- 
vertising and Selling, cigarettes are 
about the only article in which brands 
are practically indistinguishable except 
by the maker’s mark. At the same 
time, paradoxically, cigarettes are the 
only article universally asked for by 
name. 

It is characteristic of- cigarette ad- 
vertising that in practically every in- 
stance the package is reproduced in 
the display copy. Yet from the stand- 
point of design and_ attractiveness 
there are comparatively few examples 
of cigarette packages that comprise the 
better known and_ popular priced 
brands which present a pleasing ap- 


sets a precedent that cannot be over- 
looked, so that any material change in 
design is apt to be out of the question. 
However, with new brands entering 
the market it would seem that there 
is an opportunity for a manufacturer 
who will adopt a distinctive design 
on his package, featuring same with 
other selling points in his promotionai 
campaign. 

The accompanying _ illustrations, 
which show the use of different de- 
signs in cover papers as applied to 
cigarette hoxes, offer possibilities for 
those who wish to depart from estab- 
lished practice. The designs of course 
do not show any brand marking al- 
though the government requirements 


for such packages are complied witn 
and the necessary stamps are affixed 
thereon. However, it is possible to 
make use of an attractive label which 
will meet the desires of the manufac- 
turer and at the same time create an 
effect comparable to that obtained 
trom the use of more expensive boxes. 

The boxes shown were made up for 
private and complimentary distribu- 
tion. The cigarettes were furnished 
from the regular stock of a tobacco 


7 





a any 


Courtesy Keller-Dorian Paper Co. 


manufacturer and each is stamped 
with the name of the customer. 
Glassine paper with embossed silver 
foil serves as a lining and is placed 
around the cigarettes. The inner 
panel of the cover carries the name 
cf the distributing company. The box 
itself is rigidly made and is covered 
with a stippled gold paper which is 
visible on the ends and edges. Strips 
of various designs of standard cover 
papers are pasted to the top and bot- 
tom panels and along the back edge. 
The combination is strikingly effec- 
tive and attains a distinctiveness that 
is not to be found in the ordinary 


cigarette package. 











New Bar Wrapping Machine 


A MACHINE which wraps _ir- 
regular or regular shaped bars 
with printed glassine, printed paper 
backed foil, printed waxed paper or 
printed wrappers of other suitable ma- 
terials has recently been placed on the 
market by Ferguson & Haas, Inc., 515 
Greenwich St., New York. 

The method used for feeding the 


MACHINERY AND EQUIPMENT 


YY in. to 1% in. Operating speed is 
from 70 to 80 per minute. Floor space 
requirements are: Length, 11 ft. 5 in.; 
width, 3 ft. 2 in., and height, 5 ft. 
Net weight of the machine is 1400 


lbs.; gross weight, 1800 Ibs. 


A New Automatic Corker 
NEW MACHINE which auto- 


matically feeds and drives tap- 
ered, straight and shell corks has been 

















Model G, bar wrapping machine 


wrappers from stacks of cut sheets per- 
mits the use of a printed design requir- 
ing registration, also heavily inked 
panels. 
into the machine on a chain feed con- 
veyor and the wrapped bars are dis- 


The unwrapped bars are fed 


charged on a belt conveyor from which 
they may be packed into cartons. 

This machine, known as Bar Wrap- 
ping Machine, Model G, is equipped 
with a device for gumming or wax 
sealing the end folds, thus preventing 
the wrappers from becoming loose or 
coming off the bars while being hand- 
led. The wrapping operation is per- 
formed outside of the frame of the 
machine where the operations of fold- 
ers and other parts are readily observed 
and are accessible for adjusting. 

The limiting dimensions of pieces 
which may be wrapped in this machine 
Length, 234 in. to 6 
in.; width, 5¢ in. to 3 in.; thickness, 


40 


are as follows: 


placed on the market by the McDonald 
Engineering Corp., 416 West 33rd St., 
New York. The machine, which is 
known as the “Korker”, is so designed 

















New automattic corking machine. 
g 


that it receives the bottles from the 
filling machine and is said to accurately 
place the corks right end down into 
the bottle, discharging them in a 
straight line to the labeler. The corks 
are fed through a hopper. The ma- 
chine stops automatically when a bad 
cork is encountered and does not feed 
a cork unless the bottle is under the 
bell or hood of the device. 


A Modern Process of 
Stamping, Marking and 
Decorating 


OR many years the process of hot 

stamping was unchanged. Opera- 
tions remained basically the same, al- 
ways slow and costly, with the excel- 
lence of the product dependent on the 
varying skill of the operator. A proc- 
ess of hot stamping has been perfected 
by the Peerless Roll Leaf Co., 345 
West 40th St., New York City is said 
to overcome the handicaps of former 
methods. 

The Peerless process, in brief, in- 
cludes a new type of leaf and the 
proper automatic machinery for its 
use. This leaf is provided in a wide 
variety of shades in gold and silver as 
well as flat or pigment colors. In- 
stead of the customary individual 
sheets, Peerless leaf is a continuous 
film of metal mounted on a light pa- 
per backing. On the surface of the 
metal an adhesive has been applied so 
that it is unnecessary to size the work. 
This leaf is supplied in rolls one hun- 
dred feet or more in length and in 
any width required by any particular 
type of work. 

In order to make possible the ap- 
plication of Peerless roll leaf to prac- 
tically every character of work, at- 
tachments which will convert present 
stamping equipment to Peerless meth- 
ods are provided. For those plants 
unequipped with stamping facilities 
proper presses have been designed and 
built to fill specifications. 

An automatic attachment, quickly 
and economically available for the 
stamping press, feeds the leaf automa- 
tically under the heated die, moving 
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the leaf the exact required distance for 
each impression. As the heated die 
strikes the back of the roll leaf and 
impresses the leaf on the work to be 
stamped, the sizing adheres to the work 
and the film of metal immediately un- 
der the stamping surface releases from 
the paper carrier and adheres to the 
article being stamped. The balance 
ot the metal is carried away on the 
paper web. 

Work may be fed to the press much 
more rapidly than with the old method 
of stamping as it is not essential that 
the operator exercise caution, as in the 
case when a loose leaf of metal is 
being utilized. 

A Sanitary Fibre Container 
SPECIAL fibre can which is be- 
ing used in the successful pack- 

aging of certain food and dairy prod- 
ucts has been developed by the Smith- 
Lewis Fibre Can Corporation of Low- 
ville; Nc. ¥. 


“ 


as “Sani Seal,” is a composite two- 


This container, known 


part can consisting of a spiral-wound 
base and a convolute cover. “The base 
is made of solid manila board the out- 





Fibre can for food products 


side ply of which may be tinted to 
conform to the general color scheme of 
the package. The base may be lined 
with tinfoil if so desired and also with- 
stands heat. 

The cover is of the convolute- 
wound type made of full bleached sul- 
phite board with paraffine as the only 
adhesive. The printing is done be- 
fore the can is formed, thus permitting 
the use of high grade printing equip- 
ment. The top and bottom discs are 
sealed to the cover and base wall re- 
spectively on a special machine that 
actually molds the board in the pres- 
ence of heat and does not employ the 


usual spinning or crimping method. 
The cover wall is extended to meet 
the bear on the base. By using a cover 
of this type, no labels are required. 


A Corner Box Stitcher 


HE “Monitor” corner box stitcher 

places a right angle staple around 
the corners of a box. This machine, 
manufactured by the Latham Machin- 
ery Co., 1153 Fulton St., Chicago, 
Ill., is said to be more economical in 
operation and capable of greater speed 





Corner box stitcher 


than a paper stay or metal edge ma- 
chine and produces a stronger box. It 
is extensively used for fastening the 
corners of plain boxes and covers and 
also for strengthening the higher grade 
set-up boxes which are later covered 
with paper. 

Two models are made, th No. 92 
which forms a staple measuring 3 in. 
from the corner of the box to the 
clinch, and the No. 93 which forms a 
staple measuring % in. from the cor- 
ner of the box to the clinch. The No. 
93 which forms the larger staple is 
recommended for corrugated board. 

Both models are equipped with a 
patented roll feed mechanism which 
permits of extreme speeds and conse- 
quently a much bigger production than 
was possible on the old types can be 
obtained. 
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A Scale for Check Weighing 


S a means of checking net weights 
of packages as they are filled by 
automatic machines, there are a num- 
ber of types of scales which are avail- 
able. One of these, the ““Weight-Regu- 
lator,” manufactured by the Schaper 
Scale Co., St. Louis, Mo., and sold 
exclusively by the Howe Scale Co., 
embodies certain features that are of 
advantage in packaging operations. 
The ‘“Weight-Regulator” is primar- 
ily a refined even-balance scale to 
which has been added a frictionless re- 
sisting element in combination with 
an indicator that automatically indi- 
cates when the scale is in balance or 
shows an amount over or under the 
pre-determined weight for which the 
scale is set. [his combination resist- 
ing element and indicator has been 
termed a “sky-hook”’ and derives its 
mythical name from the fact that it 
has an axis of rotation without a ful- 
crum. 
The “sky-hook” is basically new in 
principle and is actuated by the op- 
posed parallel motion of scale plat- 





“Sky-hook” type of scale 


ters and formed as an integra! part 
of these members. Having no con- 
nection with the scale lever, the “sky- 
hook” eliminates the use of pull- 
straps, links or push-rods usually em- 
ployed where the resisting element and 
indicator are of the torsional or bend- 
ing variety and supported indepen- 
dently of the scale lever, hence the 
“sky-hook” cannot impair the _pro- 
nounced sensibility found only in this 
primitive type of scale. 

This unique construction is said to 
provide maximum indication with 
minimum movement of scale beam, 
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thereby, greatly reducing the angular 
travel of the lever with the resultant 
wear of pivots and bearings, hence the 
retain its 


“Weight-Regulator” will 


fundamental accuracy for a_ period 
heretofore unknown in scales of this 
type—the increased life of the scale 
being in direct proportion to the de- 
creased angular travel which is made 
by the lever. 

Building vibration is absorbed by 
the “sky-hook” and not transmitted 
to the point of the indicator — the 
speed of which is controlled by a fool- 
The “Weight-Regu- 


out-of-level 


proof dash-pot. 
lator” is not affected by 
conditions often encountered. 

Special designed knife-edge check 
rods eliminate friction and assure ac- 
curate weights regardless of the posi- 
tion of the article placed on the weigh- 
ing platter. 

All parts are interchangeable and 
the scales are made in various capa- 


cities for different types of work. 


New Gummed Tape Sealer 
HE 


shows an automatic gummed tape 


accompanying illustration 


sealer, known as the “Utilitee’’ sealer, 
manufactured by The Paper Utilities 
Corp., 4911 Lincoln Ave., Chicago, 


Ill. This device handles tape from 














Gummed tape sealer 


34 in. to 1% in. in width, measures, 
moistens, cuts and dispenses the tape 
in one operation. No rollers or gears 
are used. A non-corrosive water con- 
tainer supplies the necessary moisture 
through a brush in such a way that 
the moistened 


the face of gum is 


evenly. 


New Stitching and Sealing 
Machines 


machines shown in 
illustrations 


HREE 
the accompanying 
have recently been announced by the 
H. R. Bliss Co., Niagara Falls, N. Y. 
will be of 


new 


and interest to readers. 


These machines are known as the “Au- 
tomobile Bumper Stitcher”, “Separated 
Top Automatic Adhesive Sealer” and 
the “Double Head Assembling Wire 
Stitcher” (for Bliss boxes). 

The “Automobile Bumper Stitcher” 
offers a solution of the difficult problem 
of sealing a long container 
small openings. Ordinarily the con- 
tainer is unfolded, stitched on one end 
and then transferred, usually by con- 
veyor, to the packing table. Here the 
case is packed and again sealed by the 
same or a separate machine. The nov- 
elty in conjunction with this new me- 
thod is that the stitcher is placed at one 
side of the packing table so that the 
container may be moved up to a stop 
where it is moved inward and one end 
stitched. This 
cloth sealing tape and adhesives and 
will seal the complete case at the rate 
of four to five cases per minute. Such 
equipment is already in operation in a 
number of the large automobile bumper 
The machine 


machine eliminates 


manufacturing plants. 
is practical in sealing any container 
where the depth dimension is very 
large and the openings comparatively 
small. Wire stitching cost averages 
less than fifty cents per thousand cases. 

The “Separated Top Automatic Ad- 
hesive Sealer” has been designed to be 
attached to the front of a so-called 
“compression unit” or “dryer” where 


having 
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the glue is applied to the flaps of a con- 
tainer with a brush. With the addition 
of this new automatic glue applying 
equipment, manufacturers may convert 
their present machine into a unit which 
eliminates the labor required for seal- 
ing their shipping containers. ‘The 
machine is of a unique design in that 


Top automatic adhesive sealer 


it is a self contained unit, equipped 
with ball bearing swivel casters and 
is only seven feet in length. This size 
permits it to be transferred from one 
floor to the other or various sections 


of the plant. Many manufacturers 














Automobile bumper stitcher 


will welcome this feature, especially 
where more than one product is pro- 
duced in quantities that will not keep 
the machine in continual operation. 
The engineering principles for the ad- 
justment of the machine from one size 
of case to another are extremely simple 
through the use of several gauges. 
which permit unusual speed and ac- 
curacy. Other features are: all moving 
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SAFEGUARD YOUR SHIPMENTS 


Whre-Seat 


ee (tno 
A PURE VEGETABLE GLUE 


For sealing your fibre or corrugated paper shipping containers use Fibre-Seal 
Fibre-Seal is manufactured in powdered form, 300 pounds Fibre-Seal, being purely vegetable, is in no way injurious 
to a barrel, enough to make 125 gallons of liquid glue. to the human skin, or to wearing apparel. 
This shows a direct saving in freight There is no crystallization. Every drop of 
charges on the same quantity of liquid glue, » Fibre-Seal_ can be used—hence, NO 
plus freight on heavy iron drums, as well Ti | NM WASTE 
as freight on return of empty drums. ||! NM 
DIRECTIONS ARE SIMPLE 
Use VERY HOT water. 
Take 2% gallons of hot water, at or near 


boiling point, to which add 6 Ibs. (measuring 
bucketful) of dry Fibre-Seal powder. 





Pour water in mixer first. 
Add the powder gradually, stirring constantly, 
usually from five to seven minutes. This will 
produce a well-bodied, easy-flowing glue with strong 
adhesive power. 
5. Work glue COLD. 


a SPECIAL 


With order for first barrel, for your convenience, we furnish, 
without charge, a four-gallon mixer with agitator, and also a measuring 


bucket, as per picture. 
Price, 7c Pound, F. O. B. St. Louis 


IT’S EASY TO SEAL WITH FIBRE-SEAL. ‘ 
CONSUMERS GLUE CO. ST. LOUIS, MO. Measuring Bucket 
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BENNINGTON 


WAX PAPER 


O. 


M anufacturers of 
ALL GRADES OF WAX PAPERS 
for 
WRAPPING MACHINES 

and 

The Inventors of 

SPECIAL TRANSPARENT WAX PAPER 
ESTABLISHED | 907 


Bennington Wax Paper Co. Bennington, Vt. 
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parts driven by steel gears, motor 
equipped with worm gear drive, new 
design of leak proof glue rollers, and 
other devices simplify the operation and 
the This 


machine is practical where the manu- 


performance of machine. 
jacturer already is using a compression 
unit that he wishes to convert into an 
Glue 


range from 10 to 25 cents per thou- 


automatic gluing unit. cost 
sand cases. 

Before attempting to describe the 
design and performance of the “Double 
Head Assembling Stitcher,’ the sub- 
ject will be clearer to the reader if a 
slight mention is made of Bliss Boxes 
for which this machine was constructed. 
Bliss Boxes are obtained from leading 
box makers in the form of creased and 
slotted blanks or sheets. These pieces 
consist of a major blank which forms 
the body and two ends that are at- 
tached to the body, thus forming a 
case which is reinforced on all corners 
and ends that resembles a trunk in con- 
struction. Accompanied with the ad- 
ditional strength is a reduction in paper 
as compared with the regular slotted 
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RICHARDSOy 


LOCKLAND, OHIO A 


Offer You the Services of Their 
« ARTISTS and DESIGNERS « 


Men of Experience in the Remodeling of 


WELL KNOWN PACKAGES 


PROCESS DESIGNS and MULTI COLOR 
PRINTING MAKES UP A LARGE 
PART OF OUR PRODUCTION 
OF THIRTY CARLOADS 


su 
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container (commonly used container). 

The operation of assembling Bliss 
Boxes with the new “Double Head As- 
sembling Stitcher” is very fast con- 
sidering the fact that the operator han- 
dles three pieces and in less than a per- 








iod of fifteen seconds they are turned 
into a box ready to pack with mer- 
The machine is designed to 
hold the blanks in a suitable position 
where they are within easy reach of 


chandise. 








OF FOLDING CAR- 
TONS EACH WEEK 





There Is No Divided Responsibility in Our 
Dealings. We Manufacture Our Own Board. 
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The blanks are moved 
into position and the machine is 
started, driving wire staples at the rate 
of 300 per minute. Automatic spac- 
ing of stitchers enables the user to com- 
ply with Consolidated Freight Rulings 
operator. 


the operator. 


as well as to relieve the 
Staples are driven at an angle of 45° 
which increases the strength of the 
ends, and plenty of space is provided 


Ad- 


justments for various sizes of cases 


tor the handling of the sheets. 


have been reduced to unlocking a nut 
and turning a crank and again locking 
the machine. Gauges are provided for 
accuracy and the time required for a 
change is less than one-half a minute. 
Many other improvements are pro- 
vided for the benefit of the operator. 
The speed of assembling Bliss Boxes 
ranges from 21% to 4 per minute. Bliss 
Boxes are now being produced by a 
number of manufacturers in the one 
piece style. This style provides a num- 
ber of advantages such as increasing 
the speed of assembling to five to seven 
cases per minute as well as giving the 
user a one piece blank to handle. 


Co 
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EsTABLISHED 1889 INCORPORATED 1895 


“EXPERIENCE IS A GREAT TEACHER” 


More “Nationally Advertised” products are labelled and sealed 
with MIKAH GLUE than with any other brand, because they are 


EFFICIENT and ECONOMICAL 


Products — scientifically built — with a factor of safety to 
compensate for variations in temperature, stock, speed and size. 








OUR MOTTO IS: “Quality and Quantity Production; Elimination of Waste.” 














NATIONAL GUM & MICA CO. 


Home Offices — 820 Greenwich St., New York, N. Y. | 
Factories—Dunellen, N. J.—Chicago, Ill.—Boston, Mass.—Toronto, Can. 
Warehouses and Offices in all principal cities. 

















Mr. ARTHUR S. ALLEN announces the opening of his offices in the 
Architects Building, 101 Park Avenue, New York, where he will devote 
his entire time to the further development of his work in the application 


of color and color standards to package design. 


Mr. Allen’s work has resulted in a wide variety of successful designs 
and color plans for containers, wrappers and displays of products of lead- 


ing organizations. A few are mentioned here by permission. 


THE BEST FOODS, INC., New York KOTEX COMPANY, Chicago, IIl. 

JOSEPH BURNETT COMPANY, Boston, Mass. LEVER BROTHERS COMPANY, Cambridge, Mass. 
THE HILLS BROTHERS COMPANY, New York OAKVILLE-AMERICAN PIN DIVISION, Oakville, Conn. 
INDIVIDUAL DRINKING CUP CO., Easton, Pa. STANDARD OIL COMPANY, New York 

AMERICAN DRUGGISTS SYNDICATE, New York VICK CHEMICAL COMPANY, Greensboro, N. C. 

















TRADE CATALOGS 


i EACH ISSUE, under the above 
heading, will be listed catalogs, trade 
booklets and similar publications re- 
ceived, together with a brief review 
and the 
tained in them—Editor. 


comments on material con- 


Screw Capper: A new single head 
screw capper, which is a smaller edi- 
tion of the larger automatic rotary 
multiple head capping machine manu- 
factured by the same company, is de- 
scribed and illustrated by the Pneuma- 
tic Scale Corporation, Ltd., Norfolk 
Downs, Mass., in a four-page folder. 
This machine fills a need for a smaller 
and less expensive capping device. The 
caps are picked up, fed to capping jaws 
and turned onto the bottle or jar in a 
and automatic 


complete, continuous 


operation. 


Capping Machinery: Cundall, 
Powell & Mosher, Inc., Buffalo, N. Y. 
issue a 16-page booklet which briefly 
describes the functions of 
“CaPeM” automatic capping ma- 
These machines are manufac- 


several 


chines. 
tured in several styles to meet various 
conditions. Illustrations of some of 
the models are included in the book- 
let which also lists the several advan- 
tages that may be obtained through the 
use of “CaPeM]’”’ Equipment. 


Filling Machines: Bulletin No. 
10, issued by the Standard Automatic 
Machine Co., Division of the Pneu- 
matic Scale Corporation, Ltd., Nor- 
folk Downs, Mass., illustrates and 
briefly describes the Model V.F., mo- 
tor driven, automatic vacuum filling 
machine. This equipment is adapted 
to the filling of any shape of glass or 
metal container with any kind of 
liquid or semi-liquid at a speed of 30 
to 120 per minute. 


Can Labeler: A four-page folder, 
issued by the Pneumatic Scale Cor- 
poration, Ltd., Norfolk Downs, Mass., 
illustrates and describes the “Liliput” 
labeler. While used more extensively 
for labeling round tin cans, this ma- 
chine is equally adapted for most ob- 
jects of perfectly cylindrical shape such 
as bottles, paper tubes, glass jars and 


The output of Model 


screw top cans. 


B, with a hand-fed system for cans and 
labels varies between 15 and 18 cans 


per minute. 


Casers: A four-page folder issued 
by the Burt Machine Co., Baltimore, 
Md., details Model “C” (foot treadle 
type) Model “L” (hand lever 
type) casers which automatically ar- 


and 


range the necessary number of cans into 
layers and then push them forward to- 
ward the case for filling. 


Labeling Machines: Bulletin A-1, 
issued by the Burt Machine Co., Bal- 
timore, Md., illustrates and describes 
the Model “A” Burt labeling machine 
for applying labels which overlap to 
rourd containers, tin, fibre and glass. 
the machine,  to- 
an explanation of the 


Specifications for 
gether with 


prominent features are given. 


Labelers: “Junior World Labeler”; 
Economic Machinery Co., Worcester, 
Mass.; 12 pages, illustrated. Describes 
and illustrates a labeler for body labels 
on round bottles, jars or similar con- 
tainers, designed and built to meet the 
requirements of the manufacturer 
with limited capacity or as an emer- 
gency labeler for the larger plants. 


Packaging Machinery: Johnson 
Automatic Sealer Co., Ltd., Battle 
Creek, Mich., have issued a loose leaf 
folder containing illustrations, descrip- 
tions and specifications for a number 
of the 
tured by this company. These include 
carton and container sealers, dating de- 
vices, net and gross weighers, volume 
fillers, and lining and wrapping ma- 
chines. The machines illustrated are 
suitable for use with a wide diversity 
of products. 


automatic machines manufac- 


Ice Cream Packing Device: Mid- 
west Paper Container Co., 707 N. 3rd 
St., Minneapolis, Minn., have issued 
folders which illustrate and describe 
the operations of the “Speedpak” dis- 
penser for packing ice cream in round 
paper containers. This company also 
manufacturers Midwest double cover 
and all purpose paper cans. 


-Box Papers: “Collins Box Paper 
Library Sample Set” is an attractive 
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collection of the designs and colors 
which are made by the A. M. Collins 
Manufacturing Co., Philadelphia, Pa. 
These show a wide range and offer a 
selection in box papers which will be 
pleasing to the most fastidious. 


Box Papers: Strathmore Paper Co., 
Mittineague, Mass., have issued books 
showing samples of their “Floraltone’, 
“Rhododendron”, and “Fanfare” pa- 
pers for box covers and novelty print- 
ing. These are furnished in a wide 


range of colors and sizes. 


Box Papers: Whiting-Patterson Co., 
Inc., 265 Canal St., New York, have 
recently issued an attractive circular 
to which is attached several samples of 
box papers that indicate an extensive 
range of design and price available 
from their foreign and domestic lines. 


Paper Prices: Japan Paper Co., 109 
East 31 St., New York City has is- 
sued a price list covering the following 
papers: Book, soft Japanese and 
Korean, Shidzuoka Japanese vellum, 
cover, Chinese, fancy, tissue, colored 
tissue, genuine vellums and pergamus 
sheep parchment, miscellaneous papers, 
announcements and cards. The prices 
on each group are conveniently ar- 
ranged, sizes and quantities being speci- 


fied. 


Box Wadding: William A. Her- 
manson & Co., 185 Devonshire St., 
Boston, Mass., have introduced a new 
box wadding under the trade name of 
“Forest Fleece” box wadding. In de- 
scribing this product the company says, 
“The top of the wadding is glazed 
with a white, odorless surface, forming 
a smooth and soft finish, which will 
not adhere to the fingers of the ma- 
chine operator, while the under side is 
combined with an absorbent paper 
backing, making gluing a simple mat- 
eer, 


Labeling Adhesives: Dewey and 
Almy Chemical Co., Cambridge, Mass. 
issue a 16-page booklet describing 
“Dewalco” labeling adhesives for can- 
ners. The products described include 
tin paste for hand labeling of tin and 
glass, dry lap paste, prepared lap paste 
for mechanical labelers, pick-up ce- 
ment, pick-up gum, labeling gum and 
container sealing gum. 
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TIN FOIL 


MODERN TIN FOIL 
MANUFACTURE 
Makes 
MODERN CHEESE 


PACKAGING 
Possible 


MODERN MIDLAND FOIL 


Makes Beautiful Packages 
and Is a Highly Protective Wrapper 
for 
Chewing Gum — Candy — Cigars — 
Cigarettes and All Kinds of 
Food Products. 


An Aristocratic Decoration 
for | 

Ginger Ale—Grape Juice and 

Other Beverages 


FOR BEAUTY and UTILITY 


Midland Metal Co. 


1249-1289 SO. CAMPBELL AVE., 
CHICAGO, ILL. 
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Thousands of Dollars Worth 
of Advertising FREE 


Many manufacturers are securing thousands 
of dollars worth of publicity free every year 
by using EVERHOT Branding Outfits. 


You can profit through this method, too, by 
branding your name, your product on every 
shipping case and carton. 


EVERHOT outfits cost little and work fast. 










Write for full information 
















































Containers* 
that are 
STRONG 
and 
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ROBERT GAYLORD. INc. 


GENERAL OFFICES 
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Little Things 
Often Defeat the Big 


Hardly anything is big enough to stop a 
man with ideas; but what about the little 
things? 

In industry, in your business, the little 
things may stop and defeat the big. Con- 
sider your packing department. You spend 
time and money in developing a better pack- 
age, but does better packing accompany it? s the 


ultimate package neat, does it comply with parcel post 
regulations, are the contents thoroughly protected? 


If not, consider KIMPAK crepe wadding, a quality 
packing material—white, soft, clean, highly absorb- 
ent, of absolutely dependable consistency in thickness 
and grade throughout. Used by foremost national 
advertisers for parcel post shipments of liquids, because eco- 
nomical, attractive, exceeds postal requirements as absorbent 
wadding, opens up without muss, easy to apply. 

KIMPAK is ideal for packing tablets, capsules, ampoules and 
various pharmaceuticals, cosmetics, all sorts of bottled goods, 
scientific instruments, all fragile and highly polished articles, 
large and small. 

Trial sample awaits your request. The experience of one of 


our service men may assist in improving your present putup. 
Fill in coupon TODAY—no obligation to you. 








Kimpak 


REG. U.S. PAT. OFF. £G.1N CANADA 


Crepe Wadding 


In rolls, sheets, or pads to suit 
your requirements. 





Study the packing 
of SKRIP 
cessor to Ink, 
lustrated i ae 
Schaeffer Pen Co. employ 
KIMPAK as absorbent 
packing for all parcel post 
— R Many In their own 
recessary that we have an efficient and easily 
piel KIMPAK certainly was exactly what was needed.’ 


we shy abs 
arrang ed mate be jal 








;— = = = USE COUPON FOR YOUR FREE SAMPLE— — — — 


, (MP—10- 27) 
KIMBERLY-CLARK CO., Mfrs., Neenah, Wis. ai | 
Address nearest Sales Office— 298 5S. LaSalle St., Chicago 
51 Chambers St., New York 
We accept your 
offer to send 
sample of KIMPAK 
to test out under 
actual conditions. By 
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FOR YOUR CONVENIENCE 


MODERN PACKAGING 
11 Park Place, New York City 

Please enter my subscription to Modern Packaging for— 
_| 1 year—$2.00 3 years—$5.00 


_| Send Bill Check attached 


Company 


Address 


Subscribers ordering a change of address are requested to 
notify us at least two weeks prior to the date of the issue 
with which it is to take effect. 
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are all wrapped 


on 


our machines 


—one hundred million a day 


Over 100,000,000 packages a 
day are wrapped on our ma- 
chines — soap, chewing-gum, 
tobacco, food products, etc. 
In building machines to wrap 
such a wide variety of products, 
we have been called upon to 
solve many problems. 

Sometimes the nature of the 
product demands the greatest 
amount of protection against 
atmospheric conditions—a pro- 
tective wrapper is the manu- 
facturer’s only assurance that 
his product will reach the con- 
sumer in good condition. 

A neater, more attractive 
type of wrapper is often an im- 
portant sales advantage. We 
have seen brands which were 
losing ground take on a fresh 


PACKAGE MACHINERY 


COMPANY 


SPRINGFIELD, MASSACHUSETTS 


NEW YORK, 30 Church St. 
CHICAGO, 111 W. Washington St. 





sales impetus when aided by 
such an improvement. 

Our machines have made 
notable economies, enabling 
manufacturers to sell their 
products at popular prices — 
thus producing large sales vol- 
ume. In most cases a machine 
will pay for itself in 4 to 8 
months by the economies 
achieved over less efficient wrap- 
ping methods. 


What is your problem — 
mounting costs? — better pro- 
tection? — improved appear- 
ance? — faster production? — 
whatever it may be, let us help 
you solve it. 

Solving problems built 
our business. 


a 
ay MILK CHOCOLATE Hf} 





Making 


Merchandise 








WE ARE JUSTLY PROUD 


to have contributed in our small way 
to the success of these and many other 





famous packaged products 





“CLEEN MADE” “COCOMALT” “SHREDDED WHEAT” 








Macaroni Biscuits 





*“HATCHET” . “MENNEN’S” 























XXXX Sugar << y ee Talcum 





60 per minute 


“LA TOURAINE” “PIEDMONT” 




















Coffee Cigarettes Gelatine 


NATIONAL PACKAGING MACHINERY CO. 


Manufacturers 
181 GREEN STREET, JAMAICA PLAIN, BOSTON, MASS. 














